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» “The Delineator”  <(-, 
oS Today & 


Can you, with justice, compare “« The 
Delineator”’ of today with “The Delinea- 
tor” of even three months ago? 











During the thirty days after publica- 
tion of the April issue of « The Delinea- 
r” (first with new double size pages) 
subscriptions increased 52,000 more than 


during the same period last year and 


sales of single copies, through dry goods 

stores and on _ news-stands, increased 

over 100,000—making a total circula- 

tion increase of over 150,000 copies. 
Manager of Advertising 


Butterick Building 
New York City 


F. H. Rausten, Western Adv. Mgr., First Nat’l Bank Bldg., Chicago, I11. 


Ask Our Advertisers 
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Yes, the Farmer Uses 
Soap. 


And he wears shoes and clothing like his city cousins, 
It isn’t likely that he uses your goods: you haven’t told 
him about them. 

Since he had to have these articles he has taken any 
products of unknown manufacturers his dealer gave him. 

But the farmer is human. Prosperity and increas- 
ing income are making him more particular about the 
kind of soap, shoes, clothes, etc., he uses and wears. 

DON’T think he is going to look YOU up. He is 
ready to give you his trade when you prove you deserve 
it. But he doesn’t feel called on to look you up to give 
it to you. 

Anyway, he wouldn’t know where to find you if he 
did. 


He Doesn’t Know 
You Exist. 


You may have made your goods the city man’s stand- 
ard. But if you haven’t told your story to the farmer 
through standard farm papers you will be surprised how 
little he knows of your line. 


We have interesting, convincing facts regarding 


some score or so of general advertisers and the results 
they have gained through agricultural advertising. We 
would gladly place them before you to prove that it is 
actual results which have earned the following papers 
their title of 

Farm Papers of Known Value 


The Ohio Farmer The Wisconsin Agriculturist 
The Michigan Farmer The Indiana Farmer 

The Breeder’s Gazette The Farmer, St. Paul 

Hoard’s Dairyman Home and Farm, Louisville 
Wallace’s Farmer The Dakota Farmer, Aberdeen 
The Kansas Farmer The Oklahoma Farm Journal 


May we show you what this proposition holds for you? ‘No obligation is 
incurred by an inquiry, and it may lead to giving you a new light on a profitable 
field. We publish an interesting quarterly called Standard Farm Paper Adver- 
tising, which is devoted to farm conditions. May we send you a copy 


GEORGE W. HERBERT, WALLACE C. RICHARDSON, Inc. 
Western Representative, Eastern Representatives 
1736 First Nat’l Bank Building, Chicago. 41 Park Row, New York 
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NEWSPAPER PUBLISHERS 
GATHER TO TALK, DINE 
AND ORGANIZE 
AGAINST PRESS 

AGENTS. 





NEWSPAPER MEN FROM ALL PARTS 
OF THIS COUNTRY AND CANADA 
ATTEND CONVENTION OF AMERICAN 
NEWSPAPER PUBLISHERS’ ASSOCIA- 
TION — LIBEL, COPYRIGHT AND 
PRESS AGENT GRAFT DISCUSSED— 
BRILLIANT. BANQUET PLANNED— 
TWENTY NEW MEMBERS DURING 
YEAR — SPLIT COMMISSIONS 
CHARGED WITH MOST ADVERTISING 
FAILURES. 





Beginning April 19th, New York 
again became the annual Mecca 
for newspaper publishers from all 
over the country. The annual con- 
vention of the American News- 
paper Publishers’ Association and 
the Associated Press always is a 
big occasion, and this year it prom- 
ises to be bigger than ever. The 
A. N. P. A. each year becomes 
larger and busier and more im- 
portant to newspaper publishers. 
The service it renders in a great 
variety of ways has been an in- 
tegral part of the great newspaper 
advance of the past fifteen or 
twenty years. 

The convention days will cover 
many kinds of activity. On April 
19th the directors of the Associated 
Press met at their headquarters, 
and for an entire day considered 
applications for membership, 
charges against members, and 
other things important to this 
famous organization. 

The tenth annual meeting of the 
Associated Press met April 20th 
at the Waldorf, with Frank B. 
Noyes, of the Chicago Record- 
Herald, presiding. Directors were 
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elected to succeed Chas. H. Tay- 
lor, of the Boston Globe; Thos. 
G. Rapier, of the New Orleans 
Picayune; Herman Ridder, of the 
New York Staats-Zeitung; Har- 
vey W.. Scott, of the Portland 
Oregonian, and Victor F. Lawson, 
of the Chicago Daily News. A 
large majority of the Association’s 
members were present or repre- 
sented by proxy. The question of 
a readjustment of the orders of 
publication for morning and even- 
ing papers came up again for dis- 
cussion. 

On the same day the directors 
of the American Newspaper Pub- 
lishers’ Association met and dis- 
cussed the vital policies of the or- 
ganization. 

On April 21st the regular con- 
vention of the A. N. P. A. opens 
with Herman Ridder presiding. 
The sessions will continue until 
April 23d, on which day the stock- 
holders will elect the new officers. 

Many interesting subjects will 
come up for discussion, one of the 
most important of which is the 
matter of press agents. Plans are 
being considered for protective 
measures, and an organized cam- 
paign to eliminate publicity seekers 
throughout the country. The sub- 
jects for discussion were arranged 
very systematically by Chas. H. 
Taylor, C. W. Hornick, Chas. H. 
Taylor, Jr. and Conde Hamlin. 

Of course, the chief and most 
brilliant event of the convention 
will be the joint banquet of the 
A. N. P. A. and Associated Press, 
given in the grand ballroom of 
the Waldorf April 22d. An at- 
tendance of at least 600 is ex- 
pected, and the speakers for the 
evening are being arranged by the 
Dinner Committee, headed by 
Herbert F. Gunnison, of the 
Brooklyn Eagle. 
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_ The A. N. P. A. was organized 
in 1887, and from its inception its 
services as a common agency for 
gathering and disseminating in- 
formation of value to publishers 
and to act as agent or attorney in 
fact for members, and conserv- 
ing their interests in other ways, 
has been a conspicuous success. 
The Association is governed by a 
board of eleven directors, com- 
posed of the officers and the fol- 
lowing. Executive Committee: Hil- 
ton U. Brown, Indianapolis News; 
F, P. Glass, Montgomery Adver- 
tiser; Conde Hamlin, New York 
Tribune; C. W. Hornick, San 
Francisco Call; Charles W. Knapp, 
St. Louis Republic; Charles H. 
Taylor, Jr., Boston Globe, and J. 
B. Townsend, of the Philadelphia 
Press. 

Publishers. from all over the 
United States and Canada consider 
these conventions an education in 
publishing and advertising, and are 
eager to attend. A special Stand- 
ing Committee, with headquarters 
in Chicago, has for many years 
maintained amicable relations be- 
tween the members of the Asso- 
ciation and labor unions through 
arbitrative agreements, which have 
greatly lessened the old-time spec- 
tacular strikes and consequent loss. 

An Advertising Agents’ Com- 
mittee accords recognition to 
worthy agents and keeps members 
posted on their credit ratings 
through weekly bulletins. The As- 
sociation annually answers over 
8,000 special inquiries, and gives 
special credit reports, and also af- 
fords collection service. It has 
collected from §0 to 60 per cent 
of the claims placed with it. The 
Association’s book of national 
newspaper advertisers is one of 
the most authentic and up-to-date 
publications possible to secure. 

During the past year twenty 
newspapers have joined the Asso- 
ciation, as follows: 

Farmers’ and Drovers’ Journal, Chi- 
cago; St. Paul Daily News, Fresno 
(Cal.) Herald, San Francisco Evening 
Globe, Fort Worth Telegram, Fort 
Worth Star, Saginaw (Mich.) News, 
Milwaukee Herold, Philadelphia Morgen 
Gazette, Hamilton (Can.)} Spectator, 
Fargo (N. D.) Forum, Nashville Amer- 
ican, Baltimore Sun, Shreveport (La.) 
Times, Paterson (N. J.) Call, Paterson 
Guardian, Leavenworth (Kan.) Times, 


Springfield (Mo.) Leader, Ottawa 
(Ont.) Journal, Birmingham Ledger 
Kingston (N. -) Freeman, Louisyilie 
(Ky.) Post, Scranton (Pa.) Times, 

The greatest benefit coming 
from the American Newspaper 
Publishers’ Association has been 
in special campaigns against uni- 
versal newspaper evils. With a 
force quite impossible before the 
organized activity of the A, N. 
P. A., such long-standing news- 
paper causes as photograph copy- 
right, libel, paper trust oppres- 
sion, and press agentism have re- 
ceived successful treatment. 

Just recently a victory that is 
hailed with delight by newspapers 
from coast to coast occurred 
through the Association’s activity, 
Heretofore, when a_ photograph 
copyright was infringed, the own- 
er could collect @ dollar for every 
copy printed—which in many 
cases, if enforced, would wipe out 
the newspaper. 

As it stands now in the new 
bill recently passed, there is a 
minimum penalty of $50 and a 
maximum of only $250 in the 
case of newspapers. The A. N. 
P. A. can be credited with this 
victory, as it has been fighting for 
years to secure such a bill. 

A measure now before the 
House, if passed, will also remedy 
the exceedingly unjust status of 
the libel law, which makes it 
possible for a man to sue every 
newspaper that prints the same 
libel, and collect damages from 
each, while the newspapers can- 
not testify in any court to the 
amount co!'lected before from the 
same libel. A remedy to this 
condition has been in force in 
England for a long time, and 
Massachusetts has passed the rem- 
edy to this intolerable situation. 
The new bill will allow all news- 
papers being sued for the same 
libel to combine to. have their 
cases tried in one action. Sensi- 
ble as this remedy may seem, it 
has long been delayed, and _ the 
efforts of the A. P. A, will 
probably put it through. 

The case of the paper trust and 
the Association’s fight upon it 
has often been in the newspapers. 
Years ago the Association was 
instrumental in securing a prose- 
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This Advertiser 
Made “The Ameri- 
can Boy” His 
Salesman 





SECURED A NATIONAL DISTRIBUTION IN 
SIx MONTHS TIME—DIRECTED THOU- 
SANDS OF TONS OF YOUTHFUL ENERGY 
HIS WAY—AND MADE GOOD AT SMALL 
COST IN A SHORT TIME, 





“Just as the Twig is bent the Tree’s 
inclined.” —Pope. 

That is a commonplace enough old 
saw, isn’t it? Yet these old saws have 
a funny way of hitting off a truth just 
the same. 

And there’s a profound advertising 
truth, Brother Advertiser,—a truth that 
only very shrewd advertisers have found 
out for themselves. 

One such advertiser manufactures a 
certain Product. 

For years he grubbed along with his 
Product. His Salesmen became Fatal- 
ists—they knew that if they didn’t get 
it in the neck in Smith’s store they 
were dead sure to get same in Brown’s. 

No dealer wanted to put in his line 
—a new one—and it was because, for- 
sooth, they had no call for it. 

“But you soon will,” chorused the 
Manufacturer’s salesmen. 

“When we do we'll put your Product 
in stock,” antiphoned the dealers. 

Almost at his wits’ end to know what 
to do, our manufacturer, who didn’t 
have more money than he could seal 
up in apple barrels, thought of a certain 
publication. . 

“[’ll reach the Boys,” said he—‘‘The 
young rascals. I’ll make them my sales- 
men. I’ll turn to my account a hun- 
dred thousand tons of energy at present 
going to waste. Me for The American 
Boy.” 

And that’s just what he did. Took 
space in The American Boy—the 
greatest boys’ publication in the world. 

He told his story in a way that ap- 
pealed to Boys—there’s not much dif- 
ference in appealing to Grown-up Boys 
except in results, the Young Boys be- 
ing more responsive than the old ones. 

—And very soon his brigade of Boy 
Salesmen began to get busy. 


Letters came in from dealers in 
Massachusetts—“Where can I get your 
Stuff’—from Maine, from Florida, from 
Missouri, Kansas, Ohio, Illinois, Minne- 
sota, Washington, came the same cry. 

He mighty soon told them—and they 
supplied their Boy customers—and the 
customers the Boys brought in. 

In twelve months’ time this manufac- 
turer had a National Distribution and 
more besides. 

His salesmen became enthusiastic. 

Instead of “Getting it” as they had 
been accustomed, they heard this story 
—“You’re traveling for such a Proposi- 
tion? Well, I’m interested—what’s your 
Price?” A 

Sounds too good to be true, 
doesn’t it? 

Well, it is true—and we'll tell you 
who the manufacturer is if you write 
us. { 

We believe that he obtained the most 
complete and satisfactory returns ever 
a manufacturer did—in the shortest 
time, at the least cost. 

* 7 * . 


The American Boy goes to 160,000 

American homes with boys and young 
men in them who pay their subscription 
in advance for it. 
‘The boy reads The American Boy 
—so does his Father, his Mother, his 
sisters and his brothers,—for remember, 
The American Boy doesn’t go to elderly 
spinsters and dyspeptic bachelors, but to 
the Boy—and “where there’s a boy 
there’s a family.” 

In all, approximately 800,000 people 
read each month’s issue of The Ameri- 
can Boy. 

There’s an inspiring audience for 
your message. 

There’s the kind of audience it will 
pay you to cultivate, not only for 
present, but for Future Business. 

Advertisers in The American Boy 
are building an unassailable asset for a 
Generation—they’re bending the twig 
the way they want the tree to grow— 
their way. 

Write us for information regarding 
The American Boy. We'll send this 
information in writing—for you know 
we employ no advertising solicitors— 
You can judge for yourself as to whether 
or not you think it would be a good 
medium for you to try. 

Just drop us a line to-day and we'll 
reply promptly. 


THE 
SPRAGUE PUBLISHING CO. 
J. COTNER, Jr., Sec. and Treas. 
DETROIT, MICH. 
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cution of the original combina- 
tion, which was the very first suit 
brought by the Government to 
dissolve a corporation. 

The backbone of the present 
trust seems now pretty well 
broken, and the activity of the 
A. N. P. A. is likely to protect 
publishers from the autocratic 
control of its chief raw material 
for some years to come. 

One of the most interesting 
and latest activities of the A. N. 
p. A. is the crusade against press 
agents. Recently, as described in 
Printers’ Ink, the New York 
newspapers took concerted action 
to eliminate mere press matter 
from their columns, and only a 
small percentage of press matter 
is now being run, and that of the 
milder class. 

The newspapers regularly send 
in fat bundles of press agent mat- 
ter which they receive, and thus 
keep the Association posted on 
press agents and their endeavors. 
One of the most interesting cases 
of press agentism has come to 
light in the fact that a dress- 
makers’ convention which is held 
in New York and to which the 
newspapers have heretofore given 
extensive space, is a press agent 
schemc pure and simple. To the 
assembled devotees of fashion 
who gather there a very bright 
woman will make an address on 
corsets, and with her most charm- 
ing manner announce that she has 
traveled through all the capitals 
of Europe, studiously searching 
for the ideal corset, and now she 
has found it; here it is—the So- 
and-So trade-mark corset, the ab- 
solute perfection of corset-making ! 

Up to this time not only the 
admiring feminine audience, but 
also many gullible reporters, have 
swallowed this story, bait, hook 
and all. Investigation has proved, 
however, that in every case the 
hall rent for the “convention” is 
paid for by a certain fashion 
company, which naturally has re- 
ceived enormous advertising value 
gratis during all this time. 

A still more startling assertion 
of the press agent investigators is 
that much of the benzoate of 
soda discussion has been worked 
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up by press agents in the inter- 
ests of free advertising. Many 
other little axes in the process of 
being ground are constantly be- 
ing discovered, and are quietly 
tagged, so that all the newspapers 
in the Association are gradually 
eliminating press agent matter. 
The movement at present is se- 
verest in and around New York, 
but is now fast becoming national. 

Victory in this crusade is con- 
ceded by both advertising men and 
publishers to mean an increase in 
the use of advertising space, and 
the elimination of those agents 
who have intercepted many legiti- 
mate advertising campaigns by 
averring that they could get the 
same amount of advertising free. 

The work of the Association, 
which is of the most practical, 
intense importance to publishers 
is that of reporting upon the 
financial. standing of agencies and 
advertisers. Weekly bulletins are 
sent out to members, giving very 
accurate information of both. In 
fact, the Association, it is said, 
has given three months’ advance 
information of every failure, for 
a long time past. 

It is interesting to examine the 
principles of advertising which 
the Association’s careful watch 
has made clear. “It is really 
rather easy to follow the fortunes 
of advertising agents,” says Man- 
ager Palmer. “They can be read 
like a barometer by means of the 
carefully organized means of ob- 
servation with which we scru- 
tinize them. As long as they do 
not pass their cash discounts it 
is obvious that they are in a fair- 
ly prosperous condition; but as 
soon as they pass their discounts 
and payments begin to be slow, it 
is obvious that their condition is 
not financially perfectly secure. 
The unwillingness to make finan- 
cial statements is a_ significant 
sign which we always heed. 

“Why do advertising agents or 
advertisers fail financially? To 
my observation it is in a sur- 
prisingly large number of cases 
due to commission splitting. This 
is the rock upon which both 
agents and advertisers founder. 
There is a certain minimum of 
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cost below which no advertising 
agent can do business and pros- 
per, neither can he render the 
service necessary to make his 
client succeed. In seeking agencies 
which make a practice of split- 
ting commissions, advertisers are 
harming their own interests, be- 
cause it is a physical impossibility 
to secure good service without 
paying its price. 

“We are constantly exposing 
and warning against fraudulent 
advertisers who endeavor to use 
the newspapers. Many difficult 
cases arise, but we usually try to 
ferret a mystery to its bottom, 
and at the same time be _ per- 
fectly fair. Some very ingenious 
schemes are sprung upon us— 
probably the most ingenious are 
the financial ones. We have been 
able to save newspapers many 
thousands of dollars in this way, 
and those newspapers which oc- 
casionally have failed to take our 
advice have paid for their error.” 

At the big banquet, the follow- 
ing prominent men will speak: 
Joseph Choate, ex-ambassador to 


$100.00 
Prize Offer 


Forty per cent (40%) to 
be paid for the best original 
catch phrase to be connected 
with “Monticello Special 
Reserve,” a Pure, Straight 
Maryland Whiskey. To be 
used for signs and news- 
papers. 

Forty per cent (40%) to 
be paid for an_ original 
sketch to be used for an 
eight-sheet poster. 

Twenty per cent (20%) to 
be paid for the best word- 
ings to be used in news- 
paper advertising for 50 
lines double space. Address, 
M. D. C., care Printers’ 
INK. 
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England; Joseph G. Cannon, 
speaker of the House of Repre- 


sentatives; Count Von Bernstorff, 
German ‘ambassador, and Dr. 
3urrell, 


Herman Ridder will call the 
gathering to order, Rev. Wm, T. 
Manning, rector of Trinity Parish, 
will conduct devotional exercises, 
and Frank B. Noyes will intro- 





duce the toastmaster, Maj. J. C. 
Hemphill. 
MUST HAVE HIS CIGARS AND 


HIS “PRIN TERS’ INK.” 





CHRISTIANSBURG, Va., April 2, 1909, 
Editor of Printers’ INK: 

My “Little Schoolmaster” has ceased 
his visits. A few weeks ago he ad- 
vised me that it takes money to make 
the mare go and I heeded not. 

enclose you subscription blank for 
renewal. Send the “‘little fellow” along 
again and I'll take him to my heart 
and ask no questions. I can do without 
three meals a day, but my Printers’ 
Ink and cigars I must have. 
. WILLIAMSON, 
aieniiaaciesi ly ipnitaitinantiin 


David Gibson made an_ interesting 
address before the national convention 
of the Metal Trades April 14th. His 
subject was “Men: A By-Product.” He 
urged advertising as a general build- 
er of trade, and also as a solution to 
labor troubles—maintaining that by ad- 
vertising employers could talk to em- 
ployees and win their sympathetic co- 
operation, 





At the noonday luncheon of _ the 
Kansas City (Mo.) Advertising Club, 
Frank B. Finch, advertising manager 
of the National Bank of Commerce, 
made an excellent address on “Banking 
Publicity; New But Necessary.” Frank 
B. White, of White’s Class Advertis- 


| ing, also ‘spoke. 





The Omaha Ad Club enjoyed a Beef- 
steak Dinner April 7th, with comedy, 
music and burlesque of a very laugh- 
provoking kind, burlesquing the “Day- 
light Saloon” with great timeliness, as 
the Governor of Nebraska had signed 
his Daylight Saloon Bill the same after- 
noon, 





The Cincinnati Advertisers’ Club is 
conducting a contest for a slogan for 





the city. Jay Wellington Hull, of 
Cincinnati and New York, has sent 
out many postals containing his sug- 
gestion — “Cincinnati— Home of the 
Winning Smile.” 

Michigan has engaged Miss Nellie 
Revell as press agent, with headquar- 


ters in Detroit, to advertise the state’s 


resources, 


(Ala.) Ledger has 
in the 
Asso- 


The Birmingham 
been elected to membership 
American Newspaper Publishers’ 
ciation. 


. 
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. The 
S. C. Beckwith 
Special Agency 


NEW YORK CHICAGO 


Why It Takes Its Rank 





*“There’s a Reason”’ 


BECAUSE in its long career of 27 years it has been 
conducted as a business institution. 


BECAUSE every paper on its list appreciates the 
honest efforts it makes to secure advertising. 


BECAUSE it uses the most modern and up-to-date 
methods. 


BECAUSE its organization is incomparably the best 
in the world, having no rival in its field in this regard. 


BECAUSE the members of its force are on their 
toes every minute of the day hustling for business and 
to them no road is too long, no labor too arduous, to 
go out and hustle when there is business in sight. It 
is this being alert, active and all the time at it that has 
made the name of Beckwith famous. The spirit of 


“get-thereness” is bounding in the pulse of every mem- 


ber of the organization. 

BECAUSE the name of Beckwith is a household 
word wherever there is advertising to be placed and 
the advertising world recognizes it as a staple product 
in the force necessary to produce results. 


THES.C.BECKWITH SPECIAL AGENCY 
New York — Trisuneé Buitpinc — CHIcAGo 
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CARBONA’S PLAN TO GET 
DEALERS’ LOCAL NEWS- 
PAPER ADVERTISING. 


FIFTEEN PER CENT OF ORDERS RE- 
BATED FOR NEWSPAPER ADVERTIS- 
ING—DETAILS OF AN INTERESTING 
SPRING CAMPAIGN ON DEALER 
AND CONSUMER. 


By Frank H. Holman. 


One of the chief problems of a 
nationally advertised product sold 
by dealers is to induce these 
dealers to use local newspaper 
space. Many national advertisers 
go to much trouble to prepare a 
tempting variety of electrotyped 
ads for local newspapers, with a 
mortised space for the local deal- 
ers name, and continually urge 
that they be run. 








The local dealer, however, is | 


CARBC ONA 


pressed by so many requests for 
this kind of advertising that no 
very high aggregate amount of 
newspaper space is used on this 
basis. A few advertisers have 
agreed to pay something toward 
local advertising, but not many 
have figured out any just and 
practical basis for such an .ar- 
rangement. 

Now comés the Carbona Prod- 
ucts Company, Newark, N. J., 
with a very attractive proposition 
of this kind for the dealer, and a 
rather forceful campaign to back 
it up. On April 11th there ap- 
peared in the New York Sunday 
American, World, Globe, Times 
and Morgen-Journal a striking 
full-page ad hammering into the 


public the catch phrase, “May, | 


1909, is Carbona Month.” This 
is the watchword for a vigorous 
campaign for'this fiscal year, for 
which $150,000 has been appro- 
priated, to emphasize Carbona un- 
burnable cleaning fluid to the con- 
sumer throughout the United 
States. 

The distinctive feature of this 
campaign is its plan to get more 
local newspaper advertising. It 
has just sent out 7,300 large folder 
announcements to grocers, drug- 
gists, department and house fur- 
nishing stores. The offer is made 
to give 15% of purchases in 
cash, with orders amounting to 
$50 to $500—to apply to local 


newspaper advertising at current 
card rates. 

This offer of 15 per cent is al- 
lowed only for newspaper adver- 
tising during May, to be paid upon 
presentation of newspaper vouch- 
ers and the ads. 

In order to stimulate the dealer 
from another angle to take advan- 
tage of this offer, a large list of 
newspapers has been informed of 
the campaign and tipped off to 
urge local dealers to take advan- 
tage of the offer and advertising. 

It is expected that this offer 
will cause a large sum of money 
to be spent throughout the coun- 
try for local newspaper advertis- 
ing. The stipulation is made that 
the electro of the Carbona trade- 
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mark and name plate be used. 
The 15 per cent allowance is in 
addition to regular list discounts, 
and the dealer who orders $500 
worth of Carbona products (which 
include liquid soap, silver, brass 
and stove polish) will receive 
cash for newspaper advertising 
amounting to $75. This amount, 
in the smaller cities, where news- 
paper space is cheap, will buy con- 
siderable space and local prestige. 

This campaign upon the dealer 
is very comprehensive in other 
respects. A prize of $100 is of- 
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fered for the best newspaper ad- 
vertising gotten up on this plan 
during May, and George H. vrer- 
ry, advertising manager Siege! 
Cooper Company; A. J. Meister, 
advertising manager Simpson- 
Crawford Company; J. A. Crane, 
advertising manager the Riker 
Drug Stores, New York, and 
others, will judge the ads. 

In addition to this, samples are 
offered to dealers in the ratio of 
their purchases. One hundred 
samples are given with every $50 
order. A new booklet has been 
issued called “A Text-Book from 
Cellar to Garret on Household 
Science.” This book contains ar- 
ticles by women teachers of do- 
mestic economy in high schools 
and colleges, which do not men- 
tion Carbona anywhere, but are 
thoroughly practical articles. At 
the back of the book Carbona 
takes pages to describe its qual- 
ities and use. The book sells for 
10 cents, and $16,000 ‘has already 
been spent advertising it at that 
price. One of these booklets is 
furnished to dealers for every bot- 
tle purchased. In addition to this, 
1,000 circulars, three posters, one 
decalcomania, one hanger, and a 
sct of electros are furnished for 
every dozen bottles purchased, 
with freight prepaid. 

In the circular to dealers it is 
made plain what is being done in 
general advertising to create de- 
mand for Carbona. Eighteen mag- 
azines for May—Delineator, De- 
signer, New Idea, Scribner's, 
Hampton's, Cosmopolitan, Strand, 
Wide World, Theatre, L’Art de 
la Mode, Success, National, Har- 
per’s Monthly, Harper’s Weekly, 
Harper's Bazar, New England, 
Good Housekeeping, Travel Mag- 
azine—all contain pages or half- 
Surface cars are also used 


pages. 
extensively in New York City, 
St. Louis, Brooklyn, New Jersey 


and Hudson Tunnel. The dealers 
are urged to mail every order by 
May ist, and the entire campaign 
is to be concentrated into the 
month of May with great vigor. 

Carbona is thirteen years old, 
but in October, 1907, it changed 
hands, and since then considerable 
money has been put into its ad- 
vertising. During the first year 


of the new management $100,000 
was spent. The business has 
gained 400 per cent in the last 
year. At present 6,000 deat.. 
are being stocked direct, and 
about 40,coo are being stockei, 
through jobbers. The newspaper 
campaign, for New York is the 
only newspaper space bought di- 
rectly, but it is estimated that 
many thousands of dollars’ worth 
of advertising in local newspapers 
will result from this campaign, to 
greater effect than if a campaign 
were planned direct. The idea be- 
hind this offer to dealers is tha. 
they know best which is the news- 
paper medium which pulls in that 
locality, and that greater adver- 
tising economy will result be- 
cause of this cash percentage of- 
fer made to dealers. 

Carbona, by the way, is de- 
veloping its foreign market, and 
is having a rather expensive time 
registering its trade-mark abroad. 


_—_—_——+oe 


ROYAL TYPEWRITER 


FIRST. 


New York, April 8, 1909. 
Editor of Printers’ Inx: 

On page 46 of your issue of the 7th 
instant, Mr, J. S. Stewart, of the Royal 
Typewriter Company, gives the sales 
manager of that company credit for the 
phrase, “You can pay more but you 
cannot buy more.’’ 

That phrase had its origin in 1895, 
with Mr. O Formhals, advertising 
manager of Gormully & Jeffery Mfg. 
Company of Chicago, makers of Ram- 
bler bicycles, and was used extensively 


WASN’T 


in their advertising of that and the 
succeeding years. It commenced its ca- 
reer as “You can pay more money but 


you cannot buy a better bicycle than 
the Rambler.” It was afterwards short- 
ened to its present form, and has lost 
littie of its value by repetition. 

G, W. Bennett. 





WORTH FIVE TIMES THE PRICE. 





Dartow ApverTIsInc AGENCY, INC. 
MAHA, Nes., April 3, 1909. 
Editor of Printers’ Ink: 

Have your letter April 1st in which 
you seem to wonder why we are not 
subscribers to the Printers’ InK. 

The only good reason we can give is 
that we are advertisers in Printers’ 
Inx, and naturally, as such, we get 
a copy of your publication weekly. 

If we did not advertise in Printers’ 
Ink you may rest assured we would 
be subscribers; in short, we would not 
be without it for i times the price. 

S. Borcium, 
senciaie and Treasurer. 
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THE SIX-POINT LEAGUE 


An Association of advertising representatives 
in New York City of DAILY NEWS- 


PAPERS published in other cities. 


The object is to extend a knowledge of the 
pre-eminent value of Newspaper advertising. 


The endeavor has been to co-operate with 
advertisers and general advertising agents in 
every possible way; to facilitate business; pre- 
serve and increase pleasant relations between 
publishers, general agents and advertisers. 


This endeavor will continue. 


THE SIX-POINT LEAGUE believes in 
DAILY NEWSPAPER advertising. An- 
nouncements, designed to create interest and 
inquiry, have appeared in DAILY NEWS- 


PAPERS all over the country. 


Requests for information from present or 
prospective advertisers invited and will receive 


prompt attention. 








THESIX-POINT LEAGUE 


TRIBUNE BUILDING, NEW YORK 
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NEWSPAPERS FOR SKIRM- 
ISHING AGAINST COM- 
PETITION. 





HOW NEWSPAPER ADVERTISING CAN 
BE UTILIZED TO MEET COMPETITIVE 
CONDITIONS—FIRST, KNOW WHAT 
YOUR COMPETITORS ARE DOING IN 
EVERY SECTION WHERE YOU HAVE 
A MARKET, AND THEN USE THE 
NEWSPAPER TO CHECKMATE THEM. 





By John Irving Romer, 


Advertising Manager, Aeolian Company. 


The advertising manager sat at 
his desk, scanning a pile of yel- 
low report blanks that constituted 
an important feature of his morn- 
ing’s mail. The different yellow 
slips were dated from as many 
different cities and each one was 
signed by one of the firm’s travel- 
ing salesmen. 

The advertising manager read 
and initialed each report in turn 
until he came to one that caused 
him to pause and wrinkle his 
brows. It was dated at Denver 
five days previously, and bore the 
signature of one of the firm’s star 
salesmen. It read as follows: 

“Have been in town three days 
and have only been able to take 
orders for twenty cases. Dealers 
are all well stocked. They report 
that our goods are moving very 
slowly the last month. Hooper & 
Brown have had a sampling crew 
here for two weeks, and the In- 
ternational people have been work- 
ing their premium scheme very 
hard. Both have met with con- 
siderable success. I have it on good 
authority that the International 
has made a deal with the Smith 
chain of retail stores, giving them 
an extra rebate of 10 per cent to 
make International goods their 
leaders. I understand Smith has 
placed an order for several car- 
loads. Saw his buyer yesterday 
p. m., and he claimed I oversold 
him last month. No particular 
fault to find with our goods, but 
says they are not moving so well. 
Thinks public wants a change. 

“I got it direct from one of 
Hooper & Brown's crew that they 
expect to work the state thor- 
oughly. Will move on Colorado 
Springs as soon as they finish in 


Denver. We need quick, sharp 
work here to hold our trade.” 

The advertising manager took 
up his desk ’phone and hed a ten- 
minute conversation with the. sales 
manager. Then he called for a 
stenographer and dictated a letter 
as follows: 

Messrs. ALricut & Co., 
Advertising Agents. 

Gentlemen—We want to start a 
special campaign in Colorado im. 
mediately. Please have estimate 
in my Office to-morrow morning 
without fail for the enclosed list 
of dailies. Have your estimate 
clerk bring it down personally, so 
that I can discuss with him ad- 
ditions to or subtractions from this 
tentative list. 

Ask Mr. Jones, of your copy 
department, to see me about a new 
series of triple-column ads_ this 
afternoon at 3 p. m. 

In the meantime, please order 
forty electros each of the follow- 
ing stock ads: Nos. 2104, 3896, 
7514, 7515 and 7510. 

We shall want to start with two 
ads a week and by the time we 
have run through the above list, 
the new copy should be ready to 
send out. 1 count upon your get- 
ting orders and electros out by 
to-morrow night. In referring to 
this order piease schedule it as 
Emergency Order: No. 62. 

Very truly yours, 
ApAM BEDE, 
Advertising Manager. 


Here you see in operation a 
very commonplace but very vital 
system of advertising co-operation 
with the sales force. Before 
Messrs. Hooper & Brown and 
the International Trust know what 
is up, their strongest competitor 
has taken possession of the daily 
papers, firing broadsides into the 
consumer. Mr. Bede’s house can- 
not underbid the International on 
prices nor could it organize and 
get into the field a sampling crew 
before the damage had been done. 

But Mr. Bede has some stock 
ads which paint in lurid colors the 
dangers of eating food samples 
that are distributed from house to 
house. He also has some pretty 
hot stuff showing up dealers that 
sacrifice their customers’ interests 
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for the sake of a paltry extra profit. 

Within thirty-six hours after the 
alert traveling salesman rings the 
gong in the home office, orders 
and electros are on their way to 
the principal daily papers of the 
section affected. The papers will 
attend to distributing the argu- 
ments among the homes. John 
will look up from his evening pa- 
per and say: “Mary, I hope you 
didn’t do anything with that sam- 
ple can that was left at the house 
yesterday. Just put it in the ash 
barrel. I always was afraid ‘of 
things that are pushed that way. 
They might make the whole fam- 
ily sick.” 

Now here is a specific case go- 
ing to. show how puerile is this 
whole controversy between news- 
paper and magazine advertising. 
That each has its own important 
uses everyone of experience 
knows. That Colorado situation is 
beautifully met and with amazing 
expedition. If the copy is right, 
the newspapers will rout competi- 
tion’s secret work, foot and horse. 

Too many advertisers have little 
conception of the powerful en- 
gine that the daily paper places at 
their disposal. It stands there all 
fired up and ready to speed. The 
manufacturer takes his seat in the 
cab, moves a lever and, presto! he 
is off with the force of an ava- 
lanche. The daily paper accom- 
plishes certain definite, quick re- 
sults such as no other medium on 
earth can supply. 

But to use the daily paper intel- 
ligently, the manufacturer needs to 
study his own selling conditions 
most carefully. He needs facts 
and still more facts upon which to 
base his judgment. The daily pa- 
per will give general publicity or 
prestige advertising after the man- 
ner of magazines, car cards, paint- 
ed boards, and other excellent me- 
diums. But it is capable of a much 
more subtle and refined use. It is 
up to each manufacturer to find 
out how this tremendous power 
can be used in his own particular 
case to swell his sales and prevent 
the inroads of competition. Con- 
ditions vary in each community 
and the daily paper offers the 
means of talking to that commu- 
nity in its own terms. Spokane, 


St. Louis and New York represent 
entirely different constituencies. 
Every manufacturer’s problem will 
vary in these three cities. Good 
advertising in Spokane is apt to 
be. very bad advertising in New 
York. But the. daily, with its lo- 
calized circulation, presents an elas- 
tic medium. It means the kind of 
individual work that counts quick- 
ly and counts big. 

The traveling salesman is an- 
other potential force in the shap- 
ing of advertising plans, too little 
utilized at present. His knowledge 
of local conditions ought to be 
more in evidence in advertising 
offices. He fights to secure for his 
house an opening wedge or to pre- 
vent the inroads of aggressive 
competition. Suppose he could 
have at his back the power of 
daily. paper advertising, shaped and 
fitted to meet the difficulties he en- 
countered in this or that section? 
There is a way by which this very 
important thing can be done and, 
in the case of a few manufacturers, 
is being done. At some future 
time, it may be of interest to show 
how this general plan can be 
adapted to widely differing busi- 
nesses. 

When this idea and its possibili- 
ties are more generally appre- 
ciated, it will prove a great factor 
in developing the kind of news- 
paper advertising that pays the 
largest returns. 

——— +0 
ADVERTISING AND THE NEW 
YORK THEATRICAL WAR 
ON CRITICS, 





The theatrical advertising situation 
in New York City has been very in- 
teresting. for some time. The war be- 
tween some critics and some theatrical 
managers has been very acute—coming 
down to a matter of blows in the street 
in at least one case. 

Some theatrical managers withdrew 
their advertising from the newspapers 
which criticised their plays, and the now 
famous libel suit of the Sun against 
Life is based on. the alleged truculence 
of the Sun in the matter of criticism. 

The latest move in the situation is 
rather interesting. After the Post had 
roasted Frederic Thompson’s play, “A 
Fool There Was,” with vigorous de- 
nunciation, Mr. Thompson took 8% 
inches double column in the Post with 
a “deadly parallel” ad, ranging the 
Post’s stinging criticism beside the 
praise of the Telegraph, American, 
Globe, Mail, World and Journal of 
Commerce, 
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A NEWSPAPER BREAD CAM- 
PAIGN. 


BREAD BAKERS BECOMING AWARE OF 
THE POSSIBILITIES OF ADVERTISING 
——-AN EFFECTIVE NEWSPAPER SE- 
RIES IN CHICAGO. 


By Luther D. Fernald. 


There is advertising activity 
among the bakers of bread in 
many sections of the country. 
Boston has an interesting bread 
campaign which is proving the 
practical marketing value of ad- 
vertising, and which, it is said, 1s 
being planned to extend to na- 
tional distribution. 

There is not the slightest reason 
why housewives should not ask 
for a certain kind of bread when 
purchasing, for the variance in the 
quality of bread is very great. 

The recent wheat corner has 
acutely centered public attention 
on the bread situation, and the 
time seems ripe for advertising 
campaigns. Many people are per- 
fectly willing to pay ten cents for 
a loaf of thoroughly reliable bread, 
and it needs only advertising to 
give the reason why. The recent 
organization of a huge bread com- 
pany in New York shows the way 
the bread market is tending. This 
new concern will undoubtedly ad- 
vertise to establish itself, and suc- 
ceed, while the old companies sit 
by and merely criticise. They 
should jump in and beat the 
“trust” to an advertising campaign. 

The successful advertising cam- 
paign mentioned by the Little 
Schoolmaster as the work of the 
Philadelphia “Pan Dandy” makers 
has now been gone one better by 
the Chicago makers of this “spe- 
cialty bread.” 

“Big Dandy,” they call it, and 
it sells for ten cents a loaf; their 
famous “Pan Dandy” sells for five. 

In popularizing the brand a 
simple “curiosity” campaign of 
short duration, coupled with a 
coupon “try before buying” offer, 
has been worked. 

Believing that one “advertising 
mystery” at a time is enough for 
the curious public, the Schulze 
Baking Company waited until 
Quaker Oats had finally let the 
“It’s Yello” cat out of the bag 





and satisfied those exasperated at 
-. ane dilatoriness in re. 
plying to their dail uesti 

“What’s the answer?” — 

As soon as the novelty of the 
latest breakfast food was out of 
mind, appears in the Chicago dai- 
lies the face of a fat, jolly ba- 
ker man, accredited with the 
enigmatical statement: “Wives— 
Good times are coming. I am 
going to save you five hours’ work 
after next week. Every woman 
in Chicago has been looking for 
me. I am going to save you five 
hours’ work.” 

This statement, appearing op 
three or four pages in three or 
four sizes of display in each of 
six Chicago newspapers, attracted 
enough attention to warrant ab- 


10c Worth of Bread for 5c 
val on and 3 











ONE OF THE NEWSPAPER ADS. 





breviating the “tickler” to: 
“House-wives—Let me save you 
five hours’ work every week.” 

Finally—that is, on the fourth 
day—we got a bust glimpse of 
the baker man, with the fore- 
word: “To-morrow—Don’t buy 
or bake bread to-morrow. I am 
going to show you a new way 
to save five hours’ work in the 
kitchen. Watch for my big offer 
in this paper to-morrow.” 

On the fifth day expectant Chi- 
cago was given a half-page tell- 
ing about the new “Big Dandy,” 
with a coupon good for the day 
and 5 cents on account in buying 
a sample loaf. The reason-why 
argument in. this advertisement 
was convincing enough to read 
like the copy of a certain. master 
workman whose advertising talk 
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has always sold foodstuffs in a 
hurry. F 

The next day a third-page ad- 
yertisement extended the offer to 

000 women who could not get 
the bread the first day. 

The response to the “Big Dan- 
dy” advertising campaign has 
been eminently satisfactory to the 
Schulze people. The bread has 
been placed in thousands of retail 
shops in Chicago; has been popu- 
larized attractively and effective- 
ly; sales have been substantial 
from the very start; and enhanced 
success only requires the mild 
stimulant of “more of the same” 
in the form of moderate but con- 
stant use of printers’ ink. 

Perhaps bakers in a good many 
cities would find a similar plan 
a cure for the “too much com- 
petition” talk that always accom- 
panies unsatisfactory sales re- 


ports. 
oe 


Willard Everett, well known as ad- 
vertising manager for C. I. Hood & 
Co., Lowell, Mass., has become man- 
ager for the C. E. Sherin Company, 
advertising agents, New York City. 


THE ADVERTISERS CYCLOPEDIA, 

A publication which is crammed full 
of selling phrases on every kind of 
merchandise is being issued by the Ad- 
vertisers Cyclopedia Company, New 
York. A most imposing array of quo- 
tations from advertisers all over the 
world, properly credited, is_presentea, 
together with layouts and i'lustrations. 
The whole makes a big book, the size 
of a Webster’s Dictionary, and thumb 
indexed like it. 

The suggestive value of such a vol- 
ume is undoubted, and will be wel- 
comed by many advertising concerns. 

siocinennactacdtigiacertistien 


The undertakers of Chicago are en- 
gaged in an advertising war. They 
have declared advertising “unethical 
and expensive,” and the association has 
taken steps to fine every member $200 
for every offense. Many undertakers 
have refused to join this movement, 
however, and one member of the assv- 
ciation has already been expelled. One 
large firm is leading a revolt against 
the ban on advertising and is starting 
a large newspaper advertising cam- 
paign. 





La Hacienda has opened additional 
branches, one in St. Louis, under the 
management of Walter A. Fuchs, and 
another at Atlanta, under Marion UC. 
Stephen. It has enlarged its Philadel- 
yhia office, now being taken care of by 
Ldward P. Dunlap. 








MinneEarouis, Minn., April 8, 19009. 
All of the newspaper records of the Northwest for March 
advertising were “smashed to smithereens” by The Minne- 
apolis Journal in the month just passed. The total amount 
of advertising for March was 2,850 columns—877,800 lines— 
a record never before equaled by any Minneapolis or St. Paul 


paper in any one month. 


The Journal showed a gain over its own record for March, 
1908, of 125,992 lines, or 14 per cent, 35 per cent more than 
any other northwestern newspaper. The Journal’s gain over 
its nearest competitor for March, 1909, was 228,228 lines. 

The growth of The Journal is due to the fact that its great 
bona fide home circulation has a greater purchasing power 
than that of any other newspaper in the prosperous North- 
west. Advertisers use The Journal most because it gives 


them most results. 


The average circulation of the Daily Journal for March was 
73,766—all Evening; The Sunday Journal 72,980. 
Very truly yours, 
THE JOURNAL PRINTING CO., 


Hueu A. O’DonneELL, 
Advertising Manager. 
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WORKING UP LOCAL NEWS- 
PAPER ADVERTISING. 


METHODS WHICH MAY BE USED TO 
ADVANTAGE—FOREIGN ADVERTISERS 
TAKE THEIR CUE FROM LOCAL AD- 
VERTISERS — PRACTICAL AID TO 
MERCHANTS. 


By J. Angus MacDonald. 


Newspapers set the high seal of 
favor upon local advertising. The 
best evidence of the value of a 
newspaper as an advertising medi- 
um is the appearance therein of 
the publicity of the merchants in 
the town or city of publication. 

The strongest argument that 
can be given the “foreign” adver- 
tiser by the special agent of any 
newspaper is the excellent local 
advertising support given it. When 
this local advertising is meager 
the chances are strongly in favor 
of the foreign advertising having 
but a slight representation. As 
local advertising is so influential 
in swaying foreign advertising, 
local advertising is, therefore, val- 
uable in a double sense. 

Having been a department store 
advertising man, as well as a so- 
licitor, the writer knows many in- 
dividuals whose stock in trade 
consists of a “front” and a few 
who have something more substan- 
tial. He knows how exceedingly 
rare it is for the solicitor to give 
advertising suggestions which will 
operate to the double advantage of 
the newspaper and merchant. He 
appreciates how prone the solicitor 
is to talk circulation, rates, rival 
papers and “hot air,” then to come 
around next day and repeat the 
same story, with perhaps some 
word variations. 

But when the business manager, 
advertising manager, advertising 
solicitor, or whoever it is con- 
nected with the advertising of a 
newspaper, goes to a merchant 
with a definite, tangible advertis- 
ing suggestion of value to the 
store, he is listened to with con- 
sideration. And, if the idea proves 
good, the next time a suggestion 
is advanced, it is warmly wel- 
comed. Presently, the newspaper 
finds it is getting a nice line of 
advertising from Jones, the cloth- 
ing man; Smith, the cloak man; 








Brown, the shoe man, and so on 
through the work of some bright 
mind connected with the publica- 
tion. Lines of business which are 
not at all in the habit of advertis. 
ing can be developed. Painters, 
upholsterers, laundries and others 
may not be advertising, but as 
soon as one begins, the others be- 
come alert. There is nothing so 
effective in awakening advertis. 
ing interest as a copy of Printers’ 
INK. 

Constantly all over the world 
there are advertising schemes be- 
ing worked by merchants. A 
scheme may consist in simply giy- 
ing away an extra pair of shoe 
laces with every pair of shoes, or 
giving away expensive merchan- 
dise for nothing for a couple of 
hours. Some are great business 
bringers—some not so good. The 
scheme successful in Texas will 
likely be successful in Maine. The 
scheme successful in one line of 
retaildom will likely be successful 
in a different line. Get posted 
about a number of schemes and 
be ready to put one forth when 
the occasion is ripe. 

Study the methods of the best 
advertisers regarding these im- 
portant subjects. Don’t forget that 
they require a whole lot of study. 
And when the local merchant is 
ready for a “grand spring open- 
ing” or “special sacrifice sale” be 
ready to show him how it is done. 

The newspaper anticipating the 
merchant’ s needs in these respects 
has an immense advantage over 
the slower publication. Frequent- 
ly the merchant does not know 
what he wants in advertising until 
the perfect and attractive ad is 
flashed before his eyes. The so- 
licitor who can get up good ad- 
vertising is much more valuable 
to the paper and advertiser than 
the fellow who cannot. 


—_——_~o+—__— 


The Des Moines Capital has to buy 
another printing press—a new Goss 
high-speed straight-line sextuple press, 
said to be the Tostest press ever built. 
It will turn out 72,000 twelve-page pa- 
ae per hour. It will be installed in 
uly. 





Justin E. Brown, Chicago representa- 
tive of The Capper Publications, has 
moved to larger quarters in the Hart- 
ford building. 
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WILL CAR ADVERTISING 
INCREASE A CONSUMPTION ? 


“In PrinTERS’ INK, issue of 
April 14th, you say that the evi- 
dence in favor of street car ad- 
vertising for this class of accounts 
(food products) is so overwhelm- 
ing as to practically eliminate dis- 
cussion. I would like to know 
what success you have had in in- 
creasing the consumption of a 
household product that was not 
an absolute necessity in any home.” 

The above question is put to us 
by a man active in the field. 

Our space is limited. We will 
get right to facts. 

To-day’s molasses, on the aver- 
age, is quite unlike the molasses 
of a generation ago. The quality 
is poorer. The consumption is de- 
creasing. 

About three years ago we talked 
with a molasses refiner. He had 
a good, old-fashioned molasses. 
He had tried two mediums of ad- 
vertising. One medium did not 
respond. The other medium re- 
sponded but the cost showed him 
a net loss. 

He took up the cars. The cam- 
paign was a success. He is just 
now laying out his plans for his 
fourth year in the street cars. He 
has secured a large share of the 
existing molasses consumption in 
towns he has gone into. On top 
of that he finds he is creating a 
generous new consumption. His 
suggestive car advertising has re- 
minded the housewife of the good 
old things baked with the good old 
molasses. She is again giving mo- 
lasses a place in her cupboard. 

Washing powder is not a neces- 
sity. It does not supplant soap. 
About three years ago we took up 
a then unknown washing powder, 
located in the West. The adver- 
tising showed handsome returns. 
The contract in the cars has in- 
creased every year. 





Two years ago this manufac- 
turer made a special investigation. 
He came to this conclusion: 

Less than forty per cent of his 
trade was secured from estab- 
lished washing powders. The 
other sixty per cent represented 
new consumption. 

A well-known canned soup has 
built up its business through car 
advertising. It has shouldered the 
burden of creating a demand for 
canned soups. The car advertis- 
ing has established this demand. 
At the same time it has corralled 
a very large percentage of the de- 
mand for the brand advertised. 

Three years ago a macaroni 
manufacturer undertook, in dif- 
ferent cities, two forms of adver- 
tising. One of these forms was 
street cars. The other form cost 
on the average, for a given city, 
four times as much as the street 
cars. At the end of a year the 
street car results proved better 
than the results from the other 
medium. The other medium was 
dropped. 

The car contract has spread 
until it is now one of the largest 
on our books. When this manu- 
facturer enters a market he doesn’t 
find enough existing demand on 
macaroni to pay for his advertis- 
ing, if he got all of the consump- 
tion. His profits come from the 
newly created consumption, 

These few examples should an- 
swer the above inquiry. 

A household article that is a 
non-necessity must depend very 
largely on suggestion. The day 
after day suggestion in street car 
space must result in increased 
consumption. 

We will welcome any further 
questions about car advertising, 
its value under certain circum- 
stances, or its effectiveness with 
certain classes of products. 


Street Railways Adv. Co. 


Western Office 
First National Bank Bldg. 


Home Office 
Flatiron Bldg. 
Chicago New York 


Pacific Coast Office 
Humboldt Bank Bidg. 
San Francisco . 
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ADVERTISING STEAM COAL 
IN NEWSPAPERS. 





AN EXPERIMENTAL CAMPAIGN THAT 
HAS OPENED UP EXTREMELY IN- 
TERESTING POSSIBILITIES—SCIEN- 
TIFIC SERVICE TO DETERMINE HEAT 
UNITS. 





During ine last eighteen months 
the idleness of many manufac- 
turing plants caused an immense 
decrease in the consumption of 
bituminous or steam coal. With 
many coal-mining companies it 
became a question of finding new 
customers or shutting down the 
mines. Most of the mines were 
shut down or run on part time. 

Among the hundreds of com- 
panies just one resorted to intel- 
ligent advertising to widen its 
trade and attract new consumers. 
This was the Pennsylvania Coal 
& Coke Co., with main offices in 
New York, branches in Philadel- 
phia and other cities, controlling 
large coal fields in western cen- 
tral Pennsylvania. Its output runs 
into millions of tons annually; it 
owns forty-four coal mines and 
more than 1,000 cars, 

This company was formed just 
on the eve of the financial panic 
of 1907 by the merger of other 
companies of considerable size. 
It started with splendid prospects, 
but at a bad time, and the suc- 
ceeding storm engendered difficul- 
ties which made it advisable for 
the concern to go into the hands 
of a receiver. The man selected 
for this post was T. H. Watkins, 
who happened to have a firmiy 
based belief in the value of ad- 
vertising. When the business de- 
pression had continued several 
months with few signs of an im- 
mediate general increase in coal 
consumption, Mr. Watkins re- 
solved to try advertising as a 
method of making sales in new 
quarters. 

N. W. Ayer & Son were con- 
sulted and an experimental news- 
paper campaign was planned to 
continue throughout the greater 
portion of last winter. News- 
papers in Boston, Springfield, 
Philadelphia, Wilmington and a 
few other Eastern cities were 


used. From the several different 
kinds of coal mined by the com- 
pany, one of especially good 
steam-making power, called Web- 
ster Coal, was selected for ad- 
vertising. Then the copy men 
were turned loose, and it is syr- 
prising to the layman how many 
good, vital, talking points they 
found. The first ad led off with 
a striking head: “Why does the 
steam-making power of your coal 
run in streaks?” It was then ex- 
plained that a big steam plant 
consuming many carloads in a 
month may be using coal from 
several different seams or basins, 
varying widely in burning quali- 








Why Does the Steam-Making 
Power of Your Coal 
Run in Streaks ? 


Sometimes you obtain your requi- You may be paying top price for 
Gh cen plume wits pate bie cod the pane ol ohh ko toe 
coal than at others—conditions being standard for years. 
apparently identical. 


you are buyimg does not run Is Oe Io ee bat ay 
Ic is MINED FROM D! - BUYING CO. You are BUY. 

ENT SEAMS AND CAN'T RUN ING A NAME. 

‘This is the remedy 


” WEBSTER 
COAL 


mechanical engineer whose duty it is 
your steam as in 
oe So ee OTHER ”ARTMENT of 


PENNSYLVANIA Coat. &« Coxe Company 


tee Whitenalt Beliaiag, New Verh — Pitetiphin, Laat Tit Betting 











DIRECT TALK IN NEWSPAPER 
ADS. 





ties, causing great unevenness in 
the amount of steam piessure ob- 
tained from a given quantity. The 
remedy for this was asserted to 
be Webster Coal, mined all in 
the same basin and running prac- 
tically uniform. 

To prospective customers the 
services Of a chemical laboratory 
and mechanical engineer, main- 
tained solely for the purpose, were 
offered to advise and assist in 
the economical operation of steam 
plants. This laboratory was es- 
tablished and the engineer en- 
gaged at the time the advertising 
was determined. 
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Analyze the Proposition 


In any way you may and there still remains the fact that the 
Orange Judd Trio is a dominating force with the farmer and advertiser. 
Fifteen years ago farm paper advertising was in its infancy, Advertisers 
spent money then with no idea of direct returns. ‘he little agricultural 
advertising done was done with about the same spint that some adver- 
tisers today patronize a church program. Farm paper advertising is now 
looked upon in a totally different light. The whole agricultural field, the 
business of farming, the publishing of farm papers and the advertising 
therein have developed amazingly. 


The farmer is a business man and his business calls for a multitude 
of necessities. He may sometimes go without a collar. but rest assured 
he will have the latest style of harvesting machine. The women folks on 
the farm also insist upon having well equipped kitchen and household 
conveniences, 


The 
ORANGE JUDD 
TRIO 


Comprising Orange Judd Farmer for the central and western states 
with 90,000 circulation; American Agriculturist for the middle and 
southern states with 110,000 circulation, and the New England 
Homestead for the New England states with 50,000 circulation, have 
played an important part in the development of both the farmer and the 
advertiser. The list of advertisers who have been successful in advertis- 
ing in the Trio is a long one. You can duplicate their successes. _ Isn't 
it reasonable to suppose so. If after talking it over we don't still think so, 
we'll tell you so frankly. We would perfer to tum down your proposi- 
tion that you might keep your money than to advise you to advertise if 
we did not feel you would be successful. 


We are in the advertising game to make the advertiser instead of 
breaking him. Facts and figures in our possession if applied to your 
business would, no doubt, make money for you. They are yours for 


the asking. 
ORANGE JUDD COMPANY 


Western Office : Headquarters : Eastern Office: 
1448 Marquette Building 439-441 Lafayette Street = 1.57 West Worthington St. 
Chicago, Ill. New York Springfield, Mass. 
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Both have been very busy since 
the first ads appeared—in fact, it 
has been necessary to engage an 
assistant to the engineer. In- 
quiries have been made and each 
inquiry represents a prospect of 
not only selling a few tons, but of 
making contracts for hundreds or 
thousands of tons annually. 

Following copy discussed boiler 
tests, Thermal heat units, smoke 
prevention—an interesting point, 
in view of the anti-smoke laws of 
many cities, and also a question 
of economy—and several other 
subjects on the same line. The 
ads measured 330 lines (110x3) 
and a series of six were repeated 
in nearly all the newspapers used. 
The campaign began in December 
and ended about April Ist. 

According to A. H. Edwards, 
assistant to Mr. Watkins in the 
New York offices of the company, 
the results have been unexpected- 
ly satisfactory, and the experi- 
mental campaign will undoubtedly 
be followed by a regular and ag- 
gressive advertising policy. Mr. 
Edwards said: “It was considered 
by Mr. Watkins that this was an 
especially good time to begin ad- 
vertising, not only because we 
needed a wider consumption for 
our output, but because it pre- 
sented an opportunity to reach 
large manufacturers when their 
plants are idle and they are more 
likely to make a change in the 
kind of coal to be used when they 
resume operations. Our adver- 
tising has brought many inquiries 
from owners of steam plants, large 
and small, and these have been 
transformed into a_ gratifying 
number of sales and contracts. A 
large proportion of the inquities 
have come from manufacturers 
who Gesired the services of our 
chemist and engineer. 

“They aie men who do not un- 
derstand the problems of economi- 
cal cecal consumption. They feel 
that they are not getting the best 
results from the coal used in their 
plants, but they do not know why. 
So thev are glad to have expert 
assistance, and this feature, I 
think, has been one of the most 
important of the campaign. 

“We are not yet able to sum- 
marize results, but Mr. Watkins 


is very well pleased with the suc. 
cess of his experiment as so far 
revealed.” 

The surprising thing about this 
advertising of steam coal is’ that 
no one ever did it before; that 
there are not a couple of hundred 
different kinds of steam coal ad- 
vertised in magazines and news- 
papers, instead of just one. 

The coal salesmen are said to 
be a set of very alert and com- 
petent men. When they get hold 
of a manufacturer with a big 
plant or his buying agent, they 
leave no stone unturned to get 
the order. Experience in other 
lines has shown that their efficien- 















DID YOU EVER HEAR ABOUT 


THIS TEST FOR COAL? 
Did Your Engineer—or Your Superintendent? 
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whole story of coal. Gead bituminous sbove this {ret eat pres coal that 
coal then goes into burid cherry red— falls below 

— ot 
‘The sundard is the quantity of fie 
‘Then it turns into an orange color, frst required to raise om pound 
ull, then bright; and then into e white {ore ia temperature 
Does your 
wenbeit to as high teet—or 
it is possible tor 


ry lage conceras thet As the owner of a busines: 
bof tone of coal buy it all by fatendewt, o hs puschesing ages, dd 70 
now phis test ? 


~ WEBSTER COAL 


Pennsyivania Coal snd you need Webster Coal as much as the 
Cigute Ce 5 consumer in New York City dors 
crtvania. ele esed by mony ofthe inggest —wberher Bt be by the shipeat or the 
concerns is cities, ear-load. 
1 you buy only fifteen or twen 

















cy would be multiplied if backed 
up by the right sort of advertising. 

These salesmen know their busi- 
ness. They know all about heat 
units, smoke prevention, boiler 
tests, patent furnaces, etc. They 
know the qualities of the coal they 
are selling, and it is a safe bet 
that any one of them can give you 
good reasons why his particular 
coal is better than any other. 

To set forth these reasons in 
advertising seems so obviously 
the thing to do that the failure 
of the entire steam coal trade to 
use printers’ ink is a matter for 
wonderment. 


An enormous market awaits the: 


pioneers who first make known 
to the consumers at large the 
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brand names and merits of their 
coals, 

To give the solicitors some idea 
of this virgin field—they will have 
to discover whether it is fallow 
or not—these facts are presented. 
The number of companies mining 
and selling bituminous coal in the 
United States is more than 4,000, 
the normal annual production is 
upward of 300 million tons, worth 
more than 400 million dollars. In 
the Coal Trade Bulletin and Coal 
Trade Journal more than one 
hundred different brands of steam 
coal are advertised. The Black 
Diamond contains upward of 
sixty advertisements of companies 
mining or selling steam coal. 

Virtually all these advertise- 
ments are of the card variety, 
and impart no information save 
the name of the coal and the 
company. 

The soft coal trade is one of 
the few industries with an adver- 
tisable product which have re- 
mained outside the advertising 
field. The Pennsylvania company 
has led over the fence. Will others 
follow ? 

















AMERICAN HOME 
MONTHLY 


HENRY RIDDER, Publisher 
5 BARCLAY STREET, N.Y. 


Mr. Advertiser: 

The American Home 
Monthly is a dollar-a-year 
household magazine that 
has a circulation of 100,000 
copies, guaranteed every 
month, distributed through- 
out the country. 

The advertising rate is 40 
cents a line flat. 

Forms for our June issue 
close on May 5th. 


Okartes M Kd 


Advertising Manager. 




















Special Assistance to 
Advertisers and 
Advertising 
Agents 





On advertising campaigns 
starting in New England 
we can render to either 
agent or advertiser valuable 
special services and co-opera- 
tion. 


This covers copy, selling 
plans, work on dealers, local 
distribution, assistance in 
obtaining special sales 
agents, procuring of infor- 
mation on trade conditions, 
etc, 


The objective point with 
us being to insure success 
of campaigns that start in 
New England in the list of 


New England 
Newspapers 


represented by 
The 


Julius Mathews 
Special Agency 
2 Beacon St., Boston, Mass. 


BRANCH OFFICES: 
1 Madison Ave. 
Marquette Bldg. 


New York, 
Curcaco, 
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AN ENGLISH EDITION OF 


PRINTERS’ INK. 


THE LITTLE SCHOOLMASTER ENTERS 
THE BRITISH FIELD AGGRESSIVELY 
AND UNDER PROMISING AUSPICES 
—TO BE ISSUED FROM LONDON 
ONCE A WEEK AND TO FOLLOW THE 
GENERAL L 5 OF THE PARENT 
PUBLICATION, 











Simultaneously with this issue 
of Printers’ INK (April 21) a 
weekly English edition of the “Lit- 
tle Schoolmaster in the Art of Ad- 
vertising” wil make its appear- 
ance in London. It will be print- 
ed and edited in English, but will 
conform to the American edition 
in general appearance, po.icy, char- 
acter and will particularly observe 
PrinTERS’ INk’s well-known edi- 
torial independence. 

After careful consideration of 
the English field, the publishers 
of Printers’ INK have selected as 
their foreign collaborators and to 
be publishers of the English edi- 
tion the distinguished house of 
S. H. Benson, Ltd. 

The editor of the foreign edi- 
tion will be Thomas Russell, well 
known in this country as English 
correspondent of Printers’ INK, 
as advertising manager of the 
London Times, 1905-6, and for 
twenty-three with John Morgan 
Richards, during which period he 
conducted the foreign advertising 
of the many successful American 
articles that are marketed abroad 
by Mr. Richards. 

Thus Printers’ Inxk’s English 
edition will be published by the 
greatest advertising concern in 
Great. Britain, and will be edited 
by the best-known writer on ad- 
vertising subjects in that country. 

The Messrs. Benson are now 
the largest advertising agents in 
England, and are reputed to do a 
larger business than any Ameri- 
can agency. They have established 
a separate department for the con- 
duct of Printers’ INxk’s affairs, 
and the latter will be kept entirely 
distinct from the regular agency 
business. S. H. Benson, Ltd., are 
noted for their copy and service. 
Among their clients are such rep- 
resentative English advertisers as 
Fredk. King & Co., Ltd., Rown- 


tree & Co., Ltd., Bovril, Ltd, J. & 
J. Colman, Ltd., Fels-Naptha Soap, 
Waring & Gillow, Ltd., Lilley & 
Skinner, Ltd., ete. 

Printers’ INK has had a sub- 
stantial clientele in England and 
the English colonies from its very 
beginning. ‘hese subscribers wii 
now be better served by the spe- 
cial English edition, which will 
not contain matters of purely 
home interest, but will have in- 
stead English news and discus- 
sions of English topics. 

The establishment of an Eng- 
lish edition is in line with the 
general policy of expansion and 
development of Printers’ Ink, 
about which little has been.said 
in these columns, but which has 
been one of the topics of the day 


in advertising circles for some 
time. 

oo <2 os 
SHIVERS DEFENDS HIS FACTORY 
PICTURE, 

Hersert D. SHIvers. 

PHILADELPHIA, Pa., March 29, 1909. 


Editor of Printers’ Ink: 

Pardon me if I resent just a little 
bit the broiling you gave me on “The 
Griddle” in your issue of the 24th, 

Everything in this world is relative, 
and what would be an enormous cigar 
factory might make a very small fur- 
niture factory, and this, again, would 
be small as compared with a locomo- 
tive works. 

The advertisement which Mr. Fair- 
man criticises so severely was not writ- 
ten and published with the idea of 


creating the impression of a big fac- 
‘tory, but to emphasize the fact that 1 


manufacture my own cigars, ‘and that 
they are manufactured right here in 
my factory under my supervision, 
Again, if Mr, Fairman would look in- 
to the matter a little he would readily 
see that cigars can be and are turned 
out by the million in this _five-story- 
and basement full-size city building. 

Mr. Fairman says that have made 
“‘Everybody know about Shivers.” He 
says also that I have been “a heavy 
and persistent advertiser.” This is a 
great compliment to our advertisin 
agent, George Batten Company, for | 
find that the amount of money paid 
them last year for advertising was less 
than $10,000. If, with this compara- 
tively small expenditure they can create 
the impression that I am a “heavy aa- 
vertiser,”’ they must be doing good 
work for me. 


Hersert D. Suivers, President. 
—__—_+ oo ——___—__ 
The Montgomery, Ala., Light & 


Power Company has made unique use of 
national advertising of electric devices 
by reproducing 1m a full-page ad in the 
Slentmenan Advertiser fifty or one 
hundred ads to give force to its local 
advertising. 
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A—Circulation—1 Quantity—2 Quality 
3 B—Results to Advertisers 

id 
K, 1. The Boston Traveler has the largest sworn 


" daily average of any evening newspaper in its 
y field. March average, 88,909. 

ie 2. Sworn figures show 90% of its circulation in 
Metropolitan Boston—the essence of value to ad- 
y vertisers being in: the heart of the purchasing 
territory. 

In 1908 The Boston Traveler made larger gains 
in advertising carried than any other Boston pa- 
: per. The April figures to date show the largest 
amount of advertising ever carried in the history 
of the paper. Increased advertising proves re- 
| sults to advertisers. Increased confidence comes 
from satisfactory results. 

* * * 

The conclusion is,—that the circulation and ad- 
vertising results of The Traveler make the use of 
this paper essential in any Boston advertising 
campaign. 


A Roll of Honor Paper 
The Boston Traveler 


76 SUMMER ST., BOSTON 


Smith & Budd Co. reprtitiatives 


CHICAGO NEW YORK ST. LOUIS 
Tribune Bldg. Brunswick Bldg. 8rd Nat. Bank Bldg. 
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ADVERTISING FOR PUBLIC 
SYMPATHY. 


NEW YORK RAPID TRANSIT COMPANY 
TAKES SPACE TO REACH PUBLIC— 
CHICAGO TILE DEALERS ADVERTISE 
FOR SYMPATHY AGAINST STRIK- 
ERS— WOMEN FIGHT TARIFF — 
UNION ADVERTISES TOBACCO. 








Some interesting efforts are be- 
ing made through advertising, to 
win public support. Heretofore 
press agents have done much of 
this work—or tried to do it—and 
it is evidently being recognized 
that the strongest possible way to 





other side’ and prints both to- 
gether. And the public isn’t par- 
ticularly interested either .way by 
this mere controversial publicity 
that happens every other day. 
The tile dealers, however, rang 
the bell with double-column ads in 
special position, telling their side 
of the case, and calling for public 





An Unjust Strike 


Te The Publio: 


On the first of March The Mosaic & Encaus- 
tic Tile Layers and their helpers or assistants went 
on strike because we, their employers, refused to 
pay $5.60 per day of eight hours, and car fare, for 
the layers and $3.40 per day of eight hours, and 
car fare, for the helpers. 

We are now paying $5.00 and $3.00 respect- 
ively per day and car fare for the same number of 
hours and have offered to continue this rate, not- 

















enlist public sympathy is to take 
advertising space and have your 


say. 

The Interborough Rapid Transit 
Company, operating the subways 
and elevated lines of New York 
City, has just come out with large 
space ads which very frankly put 
the knotty problem of New York 
transportation before Gothamites. 

Winning public support in a 
strike by using the display col- 
umns to say your say is one of 
Chicago’s recent advertising do- 
ings. 

The Associated Mantel, Tile 
and Mosaic Dealers had a strike 
on their hands, and wanted to be 
sure that the public understood 
their position and supported them 
in it. Usually, one sends for the 
newspaper reporters, gets inter- 
viewed—and then, perhaps, spends 
the rest of the week trying to set 
himself right before an indignant 
public for some reportorial mis- 
quotation or exaggeration which 
looked good to a headliner at the 
copy desk. Or very likely the 
paper, in all fairness, gets the 


ding that such wages are greater than the 
business can properly bear. 


We take this opportunity to apologize to our friends and 
«astomers for any temporary inconvenience the ill-advised action 
of the men will cause and at the same time we assure them of 
our i determination to continue to do business with 
belp both willing and anxious for employment on such liberal terms. 

We believe that public opinion and sympathy will be ours in 
the stand we bave taken, when it is understood thes we 
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West Side Mantel Co. 





support. The novelty of it, and 
the very fact that the dealers 
cared enough for public sentiment 
to lay the facts plainly before him 
in advertisements won over Mr. 
Chicago Citizen in good style. 

And the tile dealers had the 
floor all to themselves; said just 
what, just as much as—and no 
more than—they wanted to say; 
said it just as they wanted to say 
it, without interruption or mis- 
quotation. 

Which shows that the tile deal- 
ers have a lot more business sense 
than I ever gave some of them 
credit for. 

The women know the value of 
newspaper publicity; years of buy- 
ing what’s advertised have taught 
them. 

Witness the publicity movement 
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of the women of Chicago in the 
protest against the proposed tariff 
on stockings and gloves. They 
simply used regular selling meth- 





A Protest From the 
Women of Chicago 
The League of Cook County Women’s 


Clubs have taken up the fight against the 
Payne Tariff Bill. They will send a vigorous 


nances. Then they used plenty of 
space in the city newspapers to in- 
fluence public opinion and send 
signers to the waiting petitions. 

Perfectly simple; yet a fairly 
eloquent testimony to the good 
sense of advertising for what you 
want. They got 100,000 signers 
the first day. 

The Penn Tobacco Union of 
Wilkes-Barre, Pa., has come out 





protest to Washington in a iter p 
Completed plans show that it is to be the 
most pi d t of its kind ever 
formulated. It will contain no Jess than 
500,000 names, and it is expected hese 
names will be gathered in a few days. Peti- 
tions will be placed in every convenient place 
in the city—stores, street drug es, 
theaters, lunch clubs, settlement houses, 
factories and depots. Those wishing peti- 
tions may get them by writing or sending to 
the secretary of the League of Cook County 
Women’s Clubs in the New Gallery, 6 Madi- 
son St. The name of every man and woman 
in Chicago should go on this petition of pro- 
test. PUT YOURS THERE—DO IT TODAY. 
Talk to your friends and neighbors about 
it—have them also protect their interests by 
signing it. 








THE LEAGUE OF COOK COUNTY 
WOMEN’S CLUBS 





ods in getting signatures to a 
monster petition. 

They first placed petitions in 
practically every store in the city, 
with appropriate window cards 
and other advertising appurte- 





Women! 
Burson Fashioned Hose 


will cost no more under 
the new tariff. 


Dear Madam. Do, not believe. that 
YOU will have to pay higher prices 
for stockings. The newspapers say 
so- -but you won't. 

We positively state and guarantee 
that you will not have to pay more 
than present prices for Burson 
Fashioned Hose no_matter what 
action is taken on the proposed new 


hosiery tarifi, 

Set your mind at rest! Burson prices 
to you will be the same throughout the 
life of the new tariff as they are now 
Not one cent more! Don't let news- 
paper talk mislead you 
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Penn Tobacco Union No 99. Wilkes-Barre, Pa. 














with an advertising campaign 
throughout the coal regions, using 
large space to stimulate trade for 
its Sterling Tobacco through labor 
union sympathy. 

—_——_+ o> —___—_ 


The Roberts, Johnson & Rand Shoe 
Company, on pril 7th, tendered a 
pleasant “Star Brand” banquet to_the 
salesmen of the Washington Shirt Com- 
pany, Chicago. As a souvenir and an 
invitation an entire leather ‘“wholesole” 
was given away. Among those present 
were Harrison M. Parker, business man- 
ager, Chicago Tribune; F. L. Ross- 
bach, president Washington Shirt Com- 
pany; Floyd T. Short, business coun- 
selor; A. Db. Mayo, foreign advertising 
manager Record-Herald; M. W._Nor- 
vell, manager shoe department Wash- 
ington Shirt Company; Messrs. Berry, 
Pettiford and Metzker, managers of the 
three different stores of the Washing- 
ton Shirt Company, Chicago, IIl.; A. F, 
Johnson, advertising manager Record- 
Herald; E. C. Bode, foreign advertising 
manager Hearst papers; C. A. Dickens, 
Western manager Boot & Shoe Re- 
corder; E. arsons, Western rep- 
resentative Tribune; R. J. Mooney, as- 
sociate publisher Inter-Ocean; 5S. J. 
Harbaugh, president Greeley Printery, 
St. Louis, Mo.; Wm. R. Crawford, ad- 
vertising manager Roberts, Johnson & 
Rand Shoe Company, and the forty 
salesmen of the Washington Shirt Com- 


pany. 





The Chicago Examiner was inadver- 
tently left out of the Printers’ Ine 
Guaranteed Star List last week. 


' 
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FACTS FROM 
CHICAGO 








From Jan. 1 to April 18, 1909, 


THE CHICAGO 
RECORD-HERALD 


gained in display advertising 
over the corresponding period 
last year, more than 


638 
COLUMNS 


Advertisers know what they 
pay for in THE CHICAGO 
RECORD-HERALD. No other 
paper gives information more 
freely concerning its circulation 
and advertising rates. 
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THE CHICAGO 
RECORD-HERALD 


gives no secret rebates, discrim- 
inating discounts or special con- 
cessions. 

The circulation and advertis- 
ing books of THE CHICAGO 
RECORD-HERALD are open to 
any interested advertiser. 


Average Net Paid Circulation 
1908 


DAILY EXCEEDING 
141,000 


SUNDAY EXCEEDING 
197,000 


THE CHICAGO 
RECORD-HERALD 


New York Office: 
437 Fifth Avenue 
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The Griddle | 


* There's nothing like a hot griddle for bringing out the true 
meat.”’—Lucullus. 


By Leroy Fairman 








When advertising first climbed 
out of the depths of its ancient 
degradation about the first busi- 
ness to dig the mire out of its 
eyes and get a clear, unclouded 
view of the possibilities of intelli- 
gent publicity, was the clothing 
business, 

The makers and retailers of 
clothing were among the first to 
use interesting pictures showing 
what their goods were like, and 
to give sensible, comprehensive 
and convincing descriptions of the. 
materials of which their gocds 
were made, how they were made, 
and why they were made that 
way 

Clothing was for a long time 
the best advertised American 
product. If it continues its pres- 
ent downward course it will soon 
be the worst. 

Clothing manufacturers have, as 
a rule, stopped telling us why we 
ought to buy their wares. They 
devote the space to more or less 
pretty pictures, and pompous but 
meaningless generalities. 

At the present rate of progress 
rearwards, by 1911 the advertis- 
ing of the clothing builders will 
be all picture, and nothing else. 

To prove that all these things 
are true, it is only necessary to 
study tHe clothing ads in any cur- 
rent magazine. Take, for exam- 
ple, the Saturday Evening Post 
of April 1o. 

Page 1, opposite the first inside 
cover page, is exclusively occupied 
by the self-satisfied, not to say 
bumptious, House of Kuppen- 
heimer. 

Practically the entire page is 
devoted to the picture of a young 
man and woman sitting on a porch 
and surrounding a long, cool 
drink. Judging from the face of 
the girl, the drink neither cheers 
nor inebriates—her countenance 
is shrouded in a cloak of gloomy 
disappointment. The expression 





of the young man is mildly re- 
proachful. Apparently he is say- 
ing, “Well, what more can you 
expect from a man who has to 
live up to Kuppenheimer clothes?” 

And what does the House of 
Kuppenheimer have to say about 
its goods in this big, expensive 
page? Only this: 


No man is above dressing well; cer- 
tainly no man of self-esteem is be- 
neath it. 

Kuppenheimer clothes appeal to the 
right class—men who appreciate good 
appearance; who do not yearn to pay 
extravagant prices just for spending’s 
sake. 

by | show in the highest perfec- 
tion the modern way of attaining true 
style and lasting satisfaction. But be 
sure you see the Kuppenheimer mark. 
It is your safeguard—always. 

4 


Why do Kuppenheimer clothes 
appeal to men of the right class? 
Why is the Kuppenheimer mark 
a safeguard against something or 
other? Maybe some people know. 
Those who don’t will never find 


out from Kuppenheimer adver- 
tising. 
Next comes the Stein-Bloch 


Company, with a full column, if- 
lustrated by a picture of a som- 
ber youth with a letter in his 
hand. The text is devoted to a 
triumphant whoop over the fact 
that the Stein-Bloch ads are if- 
lustrated by photographs of the 
clothes on living models. That’s 
all. Nothing else. 

Does that constitute any reason 
why we should wear Stein-Bloch 
clothes? Is there any _ reason, 
good, bad or indifferent, why we 


should choose that particular 
brand? The witness refuses to 
reply. 


H. M. Lindenthal & Sons also 
slosh around in a full column. 
They show two young men in the 
ultra “snappy” type so popular 
among the swell dressers of Al- 
toona and Pottsville. They say 
their “Clothes for young men 
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Associated Sunday Magazines 
NOW 


Ten in One or One in Ten 


Beginning with the issue of May 2nd, 1909, The 
Buffalo Courier will include The Associated Sunday 
Magazines as a part of its Sunday issues. 


With this new addition 


The Associated Sunday Magazines 


will be issued each week co-operatively 
by and a part of the Sunday issues of the 


Chicago 
Record-Herald 


St. Louis Republic 
Philadelphia Press 
Pittsburgh Post 


New-York Tribune 


Boston Post 
Washington Star 
Minneapolis Journal 
Denver News-Times 


Buffalo Courier 





MORE THAN ELEVEN HUNDRED 
THOUSAND COPIES EACH WEEK 








More Than 82% Actually Delivered 
in the Homes by Mail or Carrier 


On request will be sent to advertisers the complete 
circulation statement showing exact distribution in 
cities, towns and villages in the “area of profit.” 
Each town having twenty-five or more regular sub- 
scribers is listed. 


WALTER P. WHEELER RUFUS T. FRENCH 


Advertising Manager Western Advertising Manager 


1 Madison Avenue, New York 309 Record-Herald Bldg., Chicago, Ill. 
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fittingly represent the joyous 
spirit of the season. They have 
that distinctive quality of exclu- 
siveness that marks the wearer as 
being in close touch with current 
modes.” 

That’s all. Wouldn’t that choke 
you off in the middle of your 
morning coffee and send you 
hurtling wildly down the street 
looking for the store where they 
sell Lindenthal clothes? 

Michaels-Stern & Co. use two- 
thirds of a column, nearly half 
picture. The illustration shows 
two young men—one with his 
arm over his friend’s shoulder, 
apparently urging him to repent 
and turn from his evil ways. while 
there is yet time. The text says: 


You can crowd a lot of individuality 
into a suit of clothes—if you know 
how. The people who make Michaels- 
Stern clothing know how, and the re- 
sult is that tine distinction of appear- 
ance for which these clothes are famous. 


Hum. How interesting! 

Alfred Decker & Cohn use nine 
inches, double. Nearly all this 
generous space is given over to 
a smart-looking youth concerning 
whom there is absolutely nothing 
to say—either for or against. And 
this is what the ad tells a busy 
and irreverent world: 


Society brand clothes are to-day 
recognized by the trade in general as 
the standard of style for young men. 
They are different—yet dignified. Per- 
manent crease (patented) in all trousers. 


Is there a youth in all this 
broad land so ‘callow, unsophisti- 
cated and impressionable as to be 
influenced by such patter as this? 
Let us hope not. 

The next entry in this thrilling 
race for the backwoods is Kuh, 
Nathan & Fischer Co., with seven 
and one-half inches, double. These 
veteran manufacturers let loose 
this shrill note of warning to our 
heedless youth: 


Young men’s clothes are so fanciful 
this spring that there’s the danger of 
overstepping good taste. There’s a 
sure way of keeping on the safe side— 
find this label. It warrants much more 
than good making and good fabrics—it’s 
an ear-mark of good judgment. 


How will you know whether a 


INK. 


suit is too fancy for you? Look 
for our label, of course. Logical 
isn’t it? : 

The next patient is Alfred Ben. 
jamin & Co., a fine old New York 
house. ‘Lhey unveil to our daz- 
zled eyes two silk hatted and im- 
maculate young men, evidently 
walking sedately churchward. Ani 
this is what we learn by reading 
the Benjamin ad: 

Benjamin clothes, made in New York 
by Benjamin & Co., are the styles being 


worn to-day by critical men in the 
fashion center. The prices are moderate, 


That ought to settle it, hadn't 
it? Can you imagine anybody 
wearing any other clothes, after 
that? 

What appears to be a reproduc- 
tion of the brass plate on the front 
of the First National Bank takes 
up nearly all of the seven and 
one-half inches, double column, of 
Schloss Bros. & Co. This dis- 
jointed information is all that is 
gained from a perusal of the ad- 
vertisement : 


“Gentlemen’s correct clothes fashions 
for the spring and summer of 1909. 
Showing Schloss clothes as will be 
worn by the best dressed men in the 
business and social world.” 


That’s all—except the usual 
perfunctory “Ask your clothier,” 
and so on. Don’t you feel your 
hair raising after assimilating a 
thriller like that? 

This epidemic of overmuch pic- 
ture and undermuch information 
prevails throughout the clothing 
trade, and is slowly but surely 
infecting the advertising of hats, 
collars and all other masculine 
accessories. The back cover of 
the number of the Saturday Even- 
ing Post from which these pre- 
cious blooms were plucked is oc- 
cupied by a Knapp-Felt hat ad— 
practically all picture. The il- 
lustration shows Arthur hiking to 
school with a little red book in 
his hand, while Tom and Alice 
stand in front of a store and look 
on’ in expressionless stolidity. 

’Tis a very fine picture, and 
its chief merit is that it would 
be just as appropriate for any- 
thing, from asbestos to zinc, as: it 
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Salesman Wanted 


We want a high-class salesman to follow up in- 
quiries for the stock of the Colorado Slate Company, 
a five million dollar corporation whose 6% Cumu- 
lative Participating Preferred stock is now selling 
at $70 per share. 

We do not want an experienced stock man, but 
prefer one who is accustomed to meeting the best 
class of manufacturers and business men in other 
lines. The Colorado Slate Company is an enter- 
prise that will appeal only to good business men 
who have the brains and facilities for thorough in- 
vestigation. ‘To them we are prepared to prove 
that 


(1) We have an inexhaustible supply of the high- 
est grade slate on earth. 


(2) That we have a monopoly in the great ter- 
ritory west of the Mississippi. 


(3) That our management is in the hands of 
capable and successful business men. 


(4) That the lowest reasonable dividend to be 
expected will return 15% on the investment, 
and that 50% is a certainty as the business 
is developed, say in two to five years. 


Six of our eight salesmen are graduates from the 
advertising business, and only one of them draws 
less than $5,000 per year. That one is on trial— 
if he can do the work, all he can earn is his. 

Applications should be made by mail, stating age 
and previous employment. 


THE KNICKERBOCKER SYNDICATE. 
Charles Austin Bates, President, 
320 Fifth Avenue, New York. 
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TneTested Medium 


in Rich Nebraska 
and Iowa 








THE OMAHA 


World-Herald 


is first in display ads from 
local merchants, first in 
WANT ADS all the time 


What better guarantees can 
you ask as to the results a 
paper gets? 


In the first quarter ’o9 the 
Omaha WORLD-HERALD 
gained 110,292 agate lines of 
local display as compared 
with 1908, and. led the next 
best Omaha paper by 20,594 
lines. 


In the same period the 
WORLD-HERALD pub- 
lished 68,470 paid want ads, 
gaining 10,396 and leading 
the next best Omaha paper 
by 42,116. 


Results must be good to 
give a paper a big lead like 
that. 


Net Daily Circulation, 46,762 


Display Rate, 7 cents a line 


Net Sunday Circulation, 32,360 


Display Rate, 6 cents a line 








The WORLD-HERALD 


OMAHA, NEBRASKA 


Representatives 
VERREE & CONKLIN, 
Chicago and New York 
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is for hats. The ad says nothing 
except “Knapp-Felt DeLuxe $6, 
Knapp - Felt $4. Everywhere. 
Write for the Hatman.” 

Nothing about the quality of 
Knapp-Felt. Nothing to show 
whether the Hatman is a travel- 
ing salesman or a Billikin, 

Now, men and brethren, it may 
be rank heresy to say it, but all 
this stuff violates every recognized 
principle of good advertising. It 
is not advertising at all—it js 
mush—punk—piffe. No manu- 
facturer of clothing in this or 
any other country is strong 
enough to exclude from his ad- 
vertising all facts and arguments 
concerning style, fabrics, models, 
variety, tailoring, finish—and the 
other clothing virtues. And, if 
their present course is expensive 
folly for the big fellows, how 
ridiculous it is for the lesser 
lights to come prancing along in 
the rear, solemnly chanting the 
same tiresome and meaningless 
flapdoodle. 

It is a depressing fact that, if 
the aforesaid big fellows should 
decide to illustrate their ads with 
pictures of mice, mules or morn- 
ing-glories, and say nothing about 
clothes at all, the whole outfit 
would come trailing along in their 
wake in less than sixty days. You 
see, if Kuppenheimer does it, it 
must be the correct and proper 
thing. Get that? 

Most men buy their clothing 
sensibly. To sell clothes to a 
sensible, reasoning person you 
must tell him why he ought to 
buy them. There isn’t a real rea- 
son in all the ads from which I 
have quoted. A costly picture set 
in a still more costly space doesn’t 
constitute a reason or an argu- 
ment. 

A million men of clothes-buying 
age read the Saturday Evening 
Post cf April roth and saw these 
ads. 

Think this question over: How 
many men out of that million 
could remember which picture or 
humdrum copy belonged to which 
advertisement, twenty minutes 
after they had waded wearily 
through the bunch? 

Don’t be afraid of guessing too 
low. 
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WHY PRINTERS SHOULD BE AL- 
LOWED, TO IMPRINT. 


Tue Paracon PRrEss. 

Montcomery, Ata., April 9, 1909. 
Editor of PRinTERs’ INK: 

In your issue of March 31st John J. 
Morgan, of the Advertising Department 
of the N. Y., N. H. & H. R. R., wants 
to know why printers are allowed to 
“tag with their imprints” the printed 
matter you buy from them. In reply I 
would say that we imprint our goods 
by the same right that every manufac- 
turer exercises when he puts his name 
on his goods. Did the ‘free advertis- 
ing’ on Mr. Morgan’s collar, necktie, 
shirt, coat, pocket-knife, lead-pencil, 
fountain-pen or typewriter ever worry 
him? Does he consider it ‘‘presump- 
tuous” on the part of the car builders 
to put their names on the cars his com- 
pany buys? Where will he find a man- 
ufactured article of any worth that does 
not bear the imprint of the maker? 

I think he will find, upon reflection, 
that the average printer does not get 
much more than is coming to him. 

W. Pierce CHILTON, 
President. 





————_+oo—__—— 


PRIZES FOR HARDWARE ADVER- 
TISING PLANS. 





Unitep Harpware & Suppty ComPaANy. 
TitusviLLe, Pa., April 5, 1909. 
Editor of Printers’ INK: 

Referring to my advertisement in a 
recent number of Printers’ INK for a 
hardware store, I will say that [ have 
received quite a large number of plans, 
and have decided to award prizes as 
follows: 

First prize to D. D. Cooke, 1929 Mag- 
nolia Ave., Chicago. 

Second prize to G. E. Hathaway, 
Third and Vine streets, Leavenworth, 
Kan. 

Third prize to Wm. P. Buchborn, 
4152 Pennsgrove St., Philadelphia, Pa. 

I enclose you New York drafts for 
these amounts drawn to the order of 
the parties named, and will ask you to 
forward them to them. 

You can give this letter such public- 
ity as you wish. One gentleman from 
whom I received a letter seemed to in- 
sinuate that mine was a scheme to gold 
brick the advertising man and obtain 
from him ideas without paying for 
them. I am well satisfied with the re- 
sults of my experiment. and only re- 
gret that there were not more prizes 
for the other very clever plans that 
were suggested. 

Unitep Harpware & Suppry Co. 


a rs 
SYNDICATE WEEKLIES, 
WRITE. 


New York C:ty. March 17, 1909. 
Editor of Printers’ INK: 

Can you give me the address of the 
publisher of a syndicate weekly paper 
or magazine? I want the kind where 
pages are left blank for local matter. 
There was a paper of this kind some 
years ago called Life. 

W. CHANDLER STEWART. 


PLEASE 
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Alaska Doured 
18; Millions in 
Gold into 

Seattle in 1908 


The actual value of 
new gold received at 
the U. S. assay office 
was $18,544,469.79. 

This wealth is abso- 
lutely new, and Seattle 
gets the first use of it. 
The largest advertisers 
in the newspapers of the 
Northwest also get the 
benefit. The 


Seattle 
Times 


has all the quantity and 
all the quality that is 
needed to make it one of 
the few very big me- 
diums in the country. 
(Gold Marks and Guar- 
antee Star.) 

Get your copy in it— 
Seattle is ready with 
good new gold to buy 
your goods. 


S. C. Beckwith Special 
Agency 
Sole Foreign Representalives 


Tribune Building 
New York Chicago 
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A STORE OF ADVERTISED 
SHOES. 





STORE OPENED IN PHILADELPHIA TO 
SELL ONLY ADVERTISED GOODS — 
POSSIBILITIES FOR OTHER LINES. 





By Poul Lewis. 

When the market for some 
kinds of advertised goods is not 
large enough in a city to warrant 
the opening of a special store, the 
problem of supplying the demand 
created by advertising sometimes 
becomes difficult. This is fre- 
quently the case with shoes. It is 
not always possible to make satis- 
factory terms with department 
stores or with other retailers in 
central locations. 

There are instances where com- 
petent representation has not been 
obtained and the value of maga- 
zine advertising in certain terri- 
tories partially lost. An illustra- 
tion of this was the Stetson Shoe 
Company’s lack of sales machinery 
in Philadelphia, mentioned :n 
these pages some months ago. 

As a remedy, advertising writers 
have frequently suggested stores 
which should handle only national- 
ly advertised goods in the same 
line, but of different grades and 
character and not competing. 

This idea has been partially 
worked out in the shoe store. of 
A. H. Geuting, in Philadelphia, 
advertised locally as “The Store 
of Famous Shoes.” Some facts 
regarding the venture are interest- 
ing. The store was opened last 
fall with fourteen different lines 
of shoes, each of which had a 
reputation for excellence in its 
‘own class, either with the public 
at large or in the trade. It was 
originally Mr. Geuting’s idea, and 
is still his ultimate purpose, to 
handle only widely advertised 
shoes; but to fill out his stock 
with shoes for every purpose and 
to suit every taste and price range, 
he found it necessary to include 
some that are not advertised. 

He hopes, however, that in time 
he shall be able to induce all man- 
ufacturers represented in his store 
to advertise. He believes he can 
prove to them the advantage in 
doing so. As it is, he has in- 


sisted that each maker shall trade. 
mark his shoes, and to get that 
far some prejudices had to be 
overcome. Inconceivable as jt 
seems, some manufacturers of very 
finest shoes, a product to be proud 
of, did not want their own trade- 
marks on their goods. They pre- 
ferred to brand the shoes with the 
retailer’s name, as they have been 
doing in the past. 

In the store’s local advertising, 
which has been quite extensive, 
the nationally advertised shoes 
carried have naturally received 
most attention, not only because 
their makers share the cost of 
newspaper space, but because the 
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GEUTING’S 


The Store of Famous Shoes — 1ago Market Street 











ADVERTISING ADVERTISED 
SHOES. 





general advertising gives the local 
advertising an added value. The 
two lines most featured are the 
Queen Quality Shoes for women 
and the Bostonian Shoes for men, 
made by the Commonwealth Shoe 
Company of Boston. Other lines 
which are more or less advertised 
are the women’s shoes manufac- 
tured by A. Garside & Sons, of 
New York; James A. Bannister’s 
men’s shoes, McDonald & Kiley’s 
men’s shoes, a Cincinnati product; 
Grover’s Soft-Easy Shoes, Wickett 
& Gardner’s, of New York; Dugan 
& Hudson’s Ironclad Shoes for 
boys, from Rochester; Krieder’s, 
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CHANGE OF 
CLosING DaTE 


Beginning with the July 


issue the Woman’s Home 





Companion will close on 
the 8th of the second 


month preceding date of 





issue, instead of the 1 2th, 
as heretofore. This is 
made necessary by bigger 
editions—more pages of 


text and advertisements. 


JuLy IssuE 
CLoses May 8TH 


S. KEITH EVANS 


Manager of Advertising 
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Taylor’s, and the George Baker 
Startright Children’s shoes of New 
York. 

These and two or three others 
not so well known give the Geut- 
ing Store pretty nearly what might 
be called a complete stock. Some 
of these manufacturers now adver- 
tise, others are planning to adver- 
tise, and Mr. Geuting believes that 
all will come in line sooner or 
later. He does not want anyone 
to think that he makes shoes him- 
self. He prefers that his store 
shall be known as a market place 
for shoes of established reputation 
where a purchaser may come and 
buy a favorite make or choose 
from a number as he wishes. 

“This puts the responsibility for 
quality on the manufacturer and 
that is where it belongs,” said Mr. 
Geuting. “That is why I insist 
that each maker shall trade-mark 
his shoes. I prefer to handle ad- 
vertised shoes because I have 
found by experience that they sell 
more readily. The intending pur- 
chaser is greatly prejudiced in fa- 
vor of an advertised shoe as 
against an unknown shoe which 
may be just as good or even bet- 
ter.” 

It was experience and observa- 
tion that led Mr. Geuting to estab- 
lish his present store. He has been 
in the business for more than 
twenty years and has directed the 
buying and selling of more than 
ten million dollars’ worth of shoes. 
For several years he was head of 
Gimbel Brothers’ shoe department. 

In his local advertising Mr. 
Geuting uses the Evening Bulle- 
tin and three morning papers but 
he is considering the advisability 
of confining his appropriation to 
the Bulletin. His space varies from 
100 lines to occasional half-page 
insertions. The advertising is pre- 
pared by the Percival K. Frowert 
Advertising Agency. 

One of the talking points used 
is the competent sales force gath- 
ered by Mr. Geuting. He selects 
his salespeople carefully and pays 
much higher wages than the usual 
run. This is purely a matter of 
merchandizing policy but it is 
closely related to advertising, be- 
cause Mr. Geuting asserts that. 
many customers made by adver- 


tising are lost in the usual shoe 
store by careless fitting. 

The “Store of Famous Shoes” 
has done a large business since 
the day it was opened and the 
founder says it has exceeded ex- 
pectations, so there seems little 
doubt that the idea back of it is 
good. 

It should be possible to apply 
the same idea to stores of hats, 
men’s furnishings, women’s ap- 
parel, housefurnishing goods and 
many other lines without great 
difficulty. Merely as an illustra- 
tion, a hat store that would sell 
Knox straws, Crofut & Knapp 
derbies, Stetson soft felts, a line 
of advertised caps and two or 
three cheaper makes of hats should 
have a gratifying trade. Simi- 
larly, one store could handle Mon- 
roe Refrigerators, Quality Gas 
Ranges, a trade-marked and ad- 
vertised kitchen cabinet, etc. 

There are possibilities in this 
plan which should appeal to man- 
ufacturers as a means of obtain- 
ing efficient representation at a 
minimum of selling expense. 


+20 »——___— 


ANOTHER DENTIST WHO ISN’T 
AFRAID TO ADVERTISE. 





Jounstown, Pa., April 1, 1909. 
Editor of PRinTERs’ "INK: 

Guess there must be others. Here’s 
the first to confess his sins to me. 
Throw out some more bird-lime. 

Tom Drerer. 
Dear Sir—I have read _ with 
much interest your letter and Dr. 

Jerome W. Egbert’s letter, and, as 

I am interested in advertising from 

a dentist’s standpoint, I have writ- 

ten to Dr. Egbert, and kindly ask 

you to place his address on the 


enclosed letter, so that it will 
reach him. 

I am practically in the same boat 
that Dr. Egbert is in, as the den- 
tists of my city hate me, like the 
devil hates holy water, for daring 


to advertise in the newspapers in 
an ethical way. é 

Gro. R. Cook. 
—_—__~+20+—___ 


Mitnick has been appoint- 


Samuel W. 
New 


ed circulation manager of the 


York BY 

Mr. itnick will also have charge 
of the moving picture and films adver- 
tising, which has grown to considerable 
proportions in the Clipper. 

Eugene Allen is the advertising man- 
ager and will devote all his time to the 
general advertisers. 
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Everyone interested in a Piano should 
write for a copy (free) of our new 


Lyon & Healy Piano Catalog 


With Easel-back Illustrations 





N this catalog, for the first time, you can examine 
various styles of pianos simultaneously, because the 
illustrations may be removed and set up upon your table. 


Our Trial Plan: The Lyon & Healy Piano sells so 
extensively in Chicago and a few other cities, that it is 
only recently that we could take care of a general demand. 
Now, however, by reason of factory enlargements, we 
can let you test a Lyon & Healy Piano in your own 
town, free of expense. The price is the same every- 
where. The quality of the Lyon & Healy Piano was 
achieved through 45 years of unbroken success in piano 
selling. 


LYON & HEALY, Makers 
% 48.58 Adams Street Chicago 
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If your advertising is 
bringing good results, 
let well enough alone. 
If not up to your expec- 


tations, it is probably 
due to back pressure or 
too much “broadside.’ 
Let us talk it over quiet- 
ly. No service, no fee. 


‘fay Wellington Hull, 


Tribune Building 
New York 


Notre—TI am not affiliated with adver- 
tising agency, publisher or printer. Have 
no axe to grind. I look over your situ- 
ation with view to higher efficiency. 
There is scarcely an advertising propost- 
tion that cannot be worked up to twice 
its ordinary efficiency. I have made 
several good men rich by showing them 
opportunities which were dancing on 
their own desks. : 





“A MARVELOUS PRODUCTION.” 


Dry Goops PusiisHinc Company, 
New York, a 9, 1909, 
Editor of PRInTERs’ "In 





_ No. 1, Vol. LXVII, "ie April 7th 
issue, is a marvelous production of 
Printers’ Inx. If you keep this up, 


“The Little Schoolmaster”’ 
“The father of us all.” 
Julius Mathews, in 


will soon be 


Boston, modest 


as he is, has turned an expansionist 
overnight. His name certainly shows 
up a splendid galaxy of newspapers 


which he represents. 

Your editor writes a splendid article 
on New England manufacturing and 
advertising, but why has he forgotten 
some of the “cradle songs” so charac- 
.eristic of New England states and with 
which every mother for this and some 
past generations has been educated? 
To the splendid list of names which 
have made a name and a fame all over 
the world you must add: 

Fruit of the Loom muslins; Lorraine 
lress fabrics; Arnold cotton fabrics; 
The Pacific Mills’ world-renowned cot- 
ton fabrics; the Danish Cloth; Goff’s 
Braids; Fletcher’s Strings; Stork’s Nov- 
elties; Skinner’s linings; the Nonotuck 
Sewing Silks. whose pussy-cat designs 
have attracted the world; Piper’s make 
of leather goods; Taylor’s novelty tricks, 
not speaking of the hundreds of ad: 
vertised and well-established names in 
up-to-date merchandizing such as cor- 
sets, corset-waists, hose supporters, Vel- 
vet Grip, etc., etc. 

These household words have made the 
New England states more famous than 
crackers and chocolates or food articles, 

May an old-timer have the privilege 


of helping the editor out? When | 
talk of the New England states, | 
have in mind the greatest in history, 


the foremost in industry, and the most 
patriotic in citizenship. I love them, 
and I want them to have the fullest 
credit. 

Three cheers for “The Little School- 
master” from one of his many ‘“grand- 
fathers.” 

Dry Goons Pusttsuinc Co., 
Max JAGERHUBER, 
President. 
—_——_+o»>—___ 


At the last monthly dinner of the 
Advertisers’ Club of Cincinnati, E. W. 
Houser, of Barnes-Crosby Company; 
Chicago, was heard in a bright talk on 
“Art in Advertising.” He couldn’t see 
where wisdom had a chance when cheap 
engravings were chosen to fill high- 
priced space. Richard L, Prather, ad- 
vertising manager of The Julian- Ko- 
kenge Company, was heard in a talk on 
“What’s the Matter with Cincinnati?’ 
cS L. Watson’s well-handled subject 
was “The Psychology of Advertising.” 





The Cincinnati Ad Club has appoint- 
ed a welfare committee to take hold 
of the boom end of the National Con- 
vention and to appoint auxiliary “On 
to Louisville’ committees. Ren Mul- 
ford, Jr., president, appointed Richard 
L. Prather, James L. Megrue and W. 
Kauffmann as a special committee to 
present a suitable slogan and _ trade- 
mark for Cincinnati. 
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Why Toledo, Ohio, Looms So Large 
on the Advertising Horizon 


Fill out the coupon. 

it will bring you in booklet form the ten articles. 
on advertising, written by Theodore F. 
MacManus of the MacManus-Kelley Com- 
pany, Toledo, Ohio, for the Chicago Tribune. 

Free from egotism, calm, sane, direct, and un- 
sensational, these advertising editorials 
have produced a profound impression. 

Put into the fewest possible words, the consensus 
of opinion seems to be that they constitute 
the most noteworthy contribution to adver- 
tising literature that has been made in a 
decade, 

With the permission of the Chicago Tribune, 
these articles—which aretypical of the sales- 
compelling copy which emanates from the 
offices of this agency—are about to be pub- 
lished in booklet form. 

Fill out the coupon and we will enter your name 
upon our lists; and mail you a copy as soon 
as the edition issues from the press. 


You will partially understand, after you have 
read them, why the big little city of Toledo, 
Ohio, looms so large on the advertising 
horizon. if 

You will partially appreciate why, one after 
another, so many advertisers of national 
import have come clear across the country 
to this big little city, in the past six years. 


You will begin to realize why the unique service 
which this agency gives through its two prin- 
cipals, and its efficient staff, has been so 
eagerly sought after that solicitation has 
been minimized. 

You will understand why our great growth has 
forced us to become national factors—why 
we have been strengthening and extending 
our organization for a year to care for 
the increase in our business; and why 
we now confidently solicit your 
account in competition with the 
service you are now getting; no 
matter what that service may be. 













The 

Mac Manus- 
Kelley Co., 
Toledo, Ohio. 
Please enter my 
name for a copy 
of the book above 
referred to. 


The MacManus-Kelley Co. 
417 to 422 Colton Block 
TOLEDO, OHIO 


Business Address.......... 
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THOUGHT-STARTERS FROM WALT 
McDOUGALL. 





THe Brain Suop, 
Tue Watt McDovcatt Co. 
PHILADELPHIA, April 7, 1909. 
Editor of Printers’ Inx: 

A diligent reading of the various pe- 
riodicals devoted to'the gentle art and 
mystery of advertising has led me to 
avail myself of your valuable experience 
in solving a small but perplexing prob- 
lem, to wit: 

Ww ‘hy is it that the advertising fra- 
ternity is continually holding confer- 
ences and councils, always listening 
eagerly to essays and discourses on their 


profession, by some shining light, and 
sitting at the feet of alleged authorities, 
like A. Brisbane, for instance, appar- 


ently for instruction ? Every month we 
are served with various forms of dope, 
in form and language like that used by 
the correspondence schools, showing us 
how to do it and how not to do it. 
What’s the reason? 

We never hear of a lot of civil engi- 
neers getting together to hear one of 
their number giving up the secrets of 
his experience; we don’t see a number 
of eminent artists or cartoonists (there’s 
a distinction) flocking to listen to a suc- 
cessful painter telling them what to 
avoid and how to do their work; nor 
do we observe a bunch of editors con- 
ferring on the art of getting out a good 
paper; nor yet a bevy of real and dis- 
tinguished authors meeting to find out 
how to write a book. 

of these, who have big things 
to do, or write or paint, go and do it, 
each in his own original way. They 
do not go around among the trade, seek- 
ing advice or swiping the ideas of those 
who have ideas—as only the pikers do— 
they simply create big things out of 
their own consciousness, and we all rec- 
ognize the fact at once. 

Another query: Does the purely com- 
mercial aspect of the profession mili- 
tate against the concept of original and 
new ideas? Why are there not as many 
new, startling, brilliant and clever ideas 
conceived daily—not merely one in a 
year, but daily and weekly—by the great 
advertising lights, as is done each day 
by the clever cartoonists of the land? 
It is easy for the cartoonist to dope out 
novel and striking things, but how often 
do we see it done by an advertising 
agent? You can count all the really 
clever things done during the past year 
by the whole bunch on the fingers of 
your two hands. Yea, on less. 

Also, is it not the fact that one big 
account, if given its due meed of at- 
tention, is enough to absorb all the 
brain, energy and invention of one big 
man? If all the versatility, cleverness 
and work properly pertaining to one big 
concern’s account is to be scattered over 
eight or ten, it will explain the paucity 
of new ideas and the lack of thought 
so perceptible in most advertising mat- 
ter, except where the advertising matter 
of these different accounts is composed 
by -a versatile genius with first magni- 
tude brain power. 

We hear much to-day of an advertis- 
ing council. I have sat in many coun- 
cils,"in my thirty-two years’ experience 
in practical newspaper work, and I can 
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tell you that a Mfiicil, except in reall 
warfare (and I have my doubts even as 
to that) is not worth the time given to 
it for the production of or the exten- 
sion of genuine ideas. Ideas are noi 
conceived or born in councils and a 
council is the refuge of weak, irresolute 
minds. The time is at hand when the 
advertising man will have to make good 
and show his customer in his work, jusi 
as the cartoonist has to do, that he has 
ideas and, like the cartoonist, he will 
have to put them on paper, instead of 
into his conversation, or else step back 
a few paces to the rear. The advertis- 
ers are beginning to take notice of the 
kind of stuff that is being fed to them 
as Advertising Art, and are getting a bit 
restless. 
Watt McDoveatt. 

a. os 
CRITICISMS OF 


MAKING IVORY. 





Tue Buck Stove & RANGE Co., 


St. Louis, April 2, 1909, 
Editor of Printers’ Inx: 
Although a very busy man, I find 


time each week to peruse the pages ot 
your little publication, and_ invariably 
glean much valuable information from it, 

I have become greatly interested in 
the so-called Ivory Soap controversy— 
and, while not wishing to criticise 
others, I am continually wondering if 
all who have so freely criticised the 
advertisements of the handlers of Ivory’s 
publicity can show the results that 
they can. 

You know it’s a mighty easy thing 
for us to find fault with the work of 
others. We too often criticise the ad- 
vertisements of others, without thinking 
of the all important point, and sole 
object—results sek wlll 4 

No one doubts the splendid results 
that Ivory announcements have brought 
the manufacturers of that product. A 
good article, backed up by good pub 
licity, will bring results. Ivory is good, 
you know it know it. Ivory Soap 
advertisements must be good advertise- 
ments—they brought results. 

During all this criticism I have been 
wondering if the critics themselves are 
producing the results with the pub- 
licity they are handling that the Ivory 
people are producing with theirs? 

believe in Ivory and Ivory an 
nouncements. I believe the majority 
of these announcements are most ex: 
cellent, and I believe only those whe 
are producing better results have the 
right to criticise. 
Henry K. Breartey, 
Manager of Advertising. 
a 


The Sioux City, Iowa, Ad Club has 
adopted a design, which it proposes to 
have put on everything shipped from 
there, and printed in all publications 
and advertising matter leaving Sioux 
City. Stickers will be put on all freight 
going out from the city, and in this 


way it is hoped to secure valuable 
publicity. 
The Daily Iowa State Democrat is 


celebrating the fiftieth anniversary of 
J. J. Richardson’s connection with it 
as publisher. The employees presented 
Mr. Richardson with a loving cup. 
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3038 MORE 
PEOPLE 


bought the 
DAILY 
PHILADELPHIA 
PRESS 


Each day during March than each Day during February 














Many more people bought THE DAILY PRESS each day 
during February than during January. 
THE DAILY PRESS is Philadelphia’s best morning news- 
paper. 
THE PRESS is the Only Morning Newspaper 
in Philadelphia that Does Not Use Premiums 


and has not used them as an inducement in promoting this increase. 
The splendid gain is due solely to the excellence of the paper. 

The average circulation of THE GREAT PHILADELPHIA 
SUNDAY PRESS for each Sunday during March, 1909, was 
151,573 copies, all damaged copies deducted, and THE PRESS 








is on a non-returnable basis. This shows a magnificent gain of 


17,917 copies each Sunday over the corresponding Sundays of a 
year ago. The average circulation of THE SUNDAY PRESS 
for the year ending April 1st, 1909, was 137,818. 
The average circulation of THE DAILY PRESS for each 
day of the year ending April 1, 1909, was 91,735. 
THE PRESS is the only morning newspaper 
in Philadelphia that gives a detailed, sworn 
circulation statement for each day in the 


year to anyone requesting it. 














For rates and sworn statements, address THE PRESS, Phila- 
delphia, Pa., or 


THE S. C. BECKWITH SPECIAL AGENCY 


Sole Foreign Representatives 


NEW YORK Tribune Building CHICAGO 
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NEWSPAPER 














The Batly American 


25% of ALL the Circulation of New York’s 
Seven English Morning Newspapers and 


now growing faster than any other. 
REGULAR FEATURES 
Cable News, by W. T. Sreap, Lavy Somerset, 


pe CASTELLANE, and others. 


Book Reviews, by Epwin Markuam and Joun 
Vance CHENEY. 


Washington News, by Atrrep Henry Lewis. 
Special Articles, by Ersert Hussarp. 
Editorial Articles, by Joun Tempie Graves. 
Dramatic Criticisms, by Avan Date. 


Wall Street News, by Tuomas C. SHotwe 1, 
BoeErstaANER, PRITCHARD and RANLETT. 


THE BEST CLASS OF READING 


FOR 


THE BEST CLASS OF READERS 








The Clientele of The New York America 


The Twentieatury N 











Best Purchasing Element int R 
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The Sunday American 


44% of ALL the Circulation of New York’s 
Seven English Sunday Newspapers. 


The Sunday American has the largest circula- 
tion in Greater New York. 

The largest circulation in the Suburban Territory. 

And the largest circulation throughout the nation. 

Its circulation exceeds that of the Sunday World 
by 300,000; of the Sunday Herald by 
480,000, and of the Sunday Times by 
630,000. As a result it leads in advertis- 
ing as well, the following being the 


RECORD OF DISPLAY ADVERTISING 
FOR 121 CONSECUTIVE SUNDAYS 
Sunday American -— - 23,625 columns 


Sunday World - - - 20,928 " 
Sunday Herald - : . 18,6364 “ 











omen 


ricaWaily and Sunday, Affords Advertisers the 
it nee Richest Section of America. 
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WAYS TO ENCOURAGE 
BANK DEPOSITS. 





SUGGESTIONS AS TO ARGUMENTS AND 
LINES OF THOUGHT TO BE USED IN 
ADVERTISING—SYSTEM NECESSARY 
TU SAVING—SPECULATIVE TENDEN- 
CIES NEED ADVERTISING TO OFFSET. 





By Wm. Armstrong. 


No advertising manufacturer 
was ever blessed with more good 
talking points, more arguments 
with human interest in them, than 
the banker. The banker—if he 
would—could give all of us in- 
formation that would be all kinds 
of help in solving our everyday 
problems. There’s nothing we 
would read with greater interest 
than stories of how other people 
got along under _ circumstances 
similar to those in which we are 
placed. 

Some need earnest urging; 
some need definite plans for sav- 
ing; some need exampies of how 
others have done; some would be 
influenced by figures. 

The man or woman who finds 
it difficult to save, it will usuaily 
be found, mereiy needs a “system.” 
Most of the systems for beating 
the stock market or playing the 
races are fore-ordained failures, 
and still people sit up nights to 
devise them. Given an _ equal 
amount of study in planning a 
system to beat one’s own inclina- 
tions and saving money becomes 
a matter of interest in more senses 
than one. The man who thinks 
hs income too small to admit of 
laying aside anything for a bank 
account simply needs an incentive. 

Such is the purpose of the little 
home banks which have been so 
extensively used. The system of 
putting away every dime that came 
into a man’s hand had in it an 
eiement of chance, and to some 
it appeals almost with a fascina- 
tion. A man would seek or shun 
dimes religiously and nine times 
out of ten his wife, if he had one, 
was aiding ‘and abetting the little 
steel box in its campaign after 
dimes. Many bankers have stood 
out for a long time against the 
little toy banks, only to give in 
when it was found that a rival 


institution was getting away ahead 
with its deposits by this means, 
The. little banks have helped saye 
thousands of dollars for thousaiy 
of people who otherwise would 
not have saved. 

But even with the little home 
banks some system or plan of 
saving is very helpful and en- 
couraging. The best systems are 
those devised by the depositors 
themselves, for it then becomes a 
man’s own game, and he takes an 
individual pride in it. But the 
banker that helos along with sug- 
gestions of various kinds is doing 
the best kind of advertising 
seems possible for him to do. 

How many people know, for 
example, that it costs less to buy 
a bank money order than the 
post office or express money or- 
ders? How many people, in fact, 
know that you really do issue 
money orders that serve the same 
purpose as those with which they 
are more familiar. Why not ex- 
plain these things to them, in the 
plainest kind of English, like the 
Farmers’ Bank of Silver Lake, 
Ind., which says of its bank 
drafts: 


“Many people are not aware of the 
advantages of our bank drafts over 
post office money orders. Post office 
money orders are good only at one 
office. They can be transferred but 
once, and if lost or stolen you are 
subject to tedious delay before you 
can get your money returned or an- 
other order in its place. 

“Drafts issued by this bank are good 
anywhere, and can be transferred as 
often as desired by endorsement, and 
if lost or stolen, you can get your 
money or a duplicate without any an- 
noyance or delay. All of the drafts 
that we issue, after being paid by the 
Chicago bank, are returned to us, and 
are filed away where they can be 
seen at any time by the purchaser, 
showing that the money was received 
by the party to whom it was sent, a 
proof that is impossible when you 
send your money any other way. 

“Post office money orders cost 30 
cents per $100. Our drafts cost less 
than half that amount.” 


All banks, and particularly sav- 
ings banks, should occasionally, in 
some way, ufter warnings against 
the evils of reckless speculation, 
showing up its dangers with as 
much force and earnestness as 
they now propound the wisdom of 
thrift. This is a line of adver- 
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tising argument which has never 
yet been fully developed by bank- 
ers who invest in publicity, yet it 
js one which should appeal to 
any conscientious bank president 
as both a fitting and practical 
thing for him to do. The people 
need. to be told about it—over 
and over again—and the words of 
the banker on such a subject car- 
ry far greater weight than any 
rumber of magazine stories. The 
gambling fever strikes into the 
smallest hamlet and takes a great 
deal of money “out of town” never 
to return. 

Savings banks would. benefit 
most by anti-speculative advertis- 
ing.’ It would also be helpful to 
those carrying the checking ac- 
counts of small merchants, pro- 
fessional men and every other 
class of depositor who, without 
the necessary capital to use the 
Stock Exchange as a legitimate 
wneans of investment, are too often 
tempted by newspaper stories of 
sudden Wall Street wealth to play 
the market on margins. It is 
known that depositors of savings 
banks frequently yield to tempta- 
tion of this kind. 

Anti-speculative arguments 
should not be too dogmatic, nor 
directed at the prejudices of read- 
ers. Rather they should be con- 
fined to plain statements of fact 


about speculation, with an ex-’ 


position of the slim chances of 
the small operator in stocks on 
margins. ! 

In writing letters more care 
must be exercised, as it would 
hardly do to tell a depositor that 
you think he is in danger of mak- 
ing a fool of himself. But ir 
should be possible for you to out- 
line in a diplomatic way the gen- 
eral tendency toward speculation, 
and wind up by calling attention 
to the bank’s present rate of in- 
terest, telling why it is the max. 
mum that can be safely earned 
or telling how the bank invests 
its funds. 


—___—_+ 2+ 


‘The Daily Gleaner, of Kingston, 

Jamaica, B. W. I., the largest circulated 
and most influential paper on the isl- 
and, has secured the services of Samuel 
E. Webber, of Philadelphia, to repre- 
sent them in the United States. 





BEST — 
FINANCIAL 
PAGE 
of any Worcester Paper. 
Most Financial Advertis- 
ing. 

All leading Worcester finan- 
cial institutions advertise 
in the 


Worcester 


Mass. 


Gazette 


Largest Evening Circula- 
tion. Worcester’s 
“HOME PAPER.” 


JULIUS MATHEWS, 
Representative. 








Nowadays, people don’t 
wait until the next morning 
for their Financial News. 

Closing stock quotations 
and very latest financial 
news items are printed on 
the day of occurrence in the 


Evening 
EXPRESS 


Portland, Maine 


Best Financial Medium! 
Largest Circulation of any 
Maine Daily ! 


JULIUS MATHEWS, 
Representative. A 
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CONSTRUCTIVE WORK FOR 
NEWSPAPERS BY THE 
SIX POINT LEAGUE. 


AN ORGANIZATION WHICH IS WORK- 
ING TO AID ADVERTISERS UNDER- 
STAND THE MERCHANDIZING 
POWER OF NEWSPAPERS. 








The effectiveness of organiza- 
tion in convincing advertisers of 
the value of using newspaper 
space is demonstrated in the Six 
Point League of New York, a 
unique organization, in that its 
object is entirely unselfish, and 
benefits derived from its work 
may be shared by ail daily news- 
papers, whether represented by 
membership in the League or not. 
Its work is for the good of daily 
newspapers generally, and not for 
any individual paper or group of 
papers. Organized in 1907, its 
membership now includes most of 
the New York advertising repre- 
sentatives of daily newspapers 
published in other cities. While 
the interest of members in the 
League, and in each other, has 
been maintained by occasional so- 
cial features, the real object of 
the League has been to extend a 
knowledge of the pre-eminent 
value of newspaper advertising, 
and this work has been consistent- 
ly and persistently carried out. 
Believing thoroughly in _ their 
mediums, the members of the 
League have held that there was 
no better way of reaching the at- 








THE LEADING THEATRICAL WEEKLY 


“ARIETY 


The only theatrical paper reaching the 
desirable class of readers. 
Publication Office 
1536 RROADWAY, NEW YORK CITY 














Y Money to Spend. We have a 
bang up town—lots of work—steel 
mills—glass works, coal mines, gas, 
oil, well-to-do people—a big college 
and many home owners. Hard 
times never touched us—we have 
money to spend. Reach us through 
the Washington Record, Wash- 
, ington, Pa, ] 

















tention of advertisers, present and 
prospective, than through the col- 
umns of the daily newspapers they 
represent. They have, therefore 
prepared series of display adver. 
tisements which have appeared in 
daily newspapers all over the coun- 
try, in large cities and small, 
These advertisements were de- 
signed merely to create interest 
and inquiry. They suggested the 
value of daily newspaper adver- 
tising, and cited advantages not 
possessed by other mediums, but 
did not mention any particular 
paper. Nor were inquiries desired 





“LITTLE LESSONS IN PUBLICITY "—Lesson 2 


“Look Before You Leap” 


More is involved than the cost of your adver- 
tising. Your entire business machinery and 
success ts jeopardized by an unwise advertising 
expenditure. If the machine is ready and the 
push does not come which advertising should 
give, you have lost an opportunity Someone 
else has taken your place 

Daily Newspaper advertising will give you 
the ** push ** just exactly when and where your 
business needs it. Started without delay, 
stopped at will No guesswork. Prompt. 
Economical. Efficient 

Ask any Daily Newspaper or any respon- 
sible Advertisin? Agent to show you, or write 
The Six Point League, Tribune Building, 
New York City 


Set TE A A TE 
SERIES RUNNING IN NEWS- 
PAPERS, 











to come exclusively to the League. 
Each advertisement requested the 
inquirer to approach any daily 
newspaper, any general advertising 
agent, or the Six Point League. 
These advertisements have ap- 
peared not only in papers repre- 
sented by members of the League, 
but some papers not so represented 
have requested that the series be 
sent them, and have inserted the 
advertising also, all for the gen- 
eral good of the cause. The Six 
Point League does not endeavor 
to divert advertising from other 
mediums. It is too well convinced 
of the value of all kinds of adver- 
tising under the right conditions. 
Its members are working for a 
broader consideration of the sub- 
ject than mere diversion. They 
represent the primary basic prin- 
ciples of daily newspaper publicity 
in such a way that everyone can 





— 
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grasp them, with the knowledge 
that the man spending his money 
for advertising will gladly give 
consideration to the truth, when 
once acquainted with it. The work 
of the League is carried on by 
committees, each member having 
some part of the work assigned 
him, and all under the direction 
and supervision of the officers of 
the League and the Executive 
Committee. The officers are: S. 
C. Williams, president; I. J. Ben- 
jamin, vice-president; Dan. A. 
Carroll, secretary, and T. E. 
Conklin, treasurer. The Execu- 
tive Committee are Wm. H. 
Smith, A. M. Knox, Charles 
Seested, F. St. John Richards, 
James F. Antisdel, H. E. Crall and 
J. C. Wilberding. 

The members are Lee A. Ag- 
new, James F. Antisdel, Paul 
Block, E. A. Berdan, Benjamin 
& Kentnor Co., Beckwith Special 
Agency, L. H. Crall Company, A. 
E. Clayden, Dan A. Carroll, Louis 
Klebahn, John B. Woodward, F. 
C. Taylor, Lacoste & Maxwell, 
Frank R. Northrup, W. J. Mor- 
ton, R. J. Shannon, Julius Ma- 
thews, Verree & Conklin, S. C. 
Stevens, E. Katz, F. St. John 
Richards, Hand, Knox & Co., M. 
C. Watson, Robert Tomes, H. 
Clarence Fisher, R. F. R. Hunts- 
man, F. M. Krugler, R. R. Mulli- 
gan, J. P. McKinney, I. A. Klein, 
Williams & Lawrence, Payne & 
Young, Charles H. Eddy, Charles 
Seested, Smith & Budd, J. C. 
Wilberding. 





W. R. Hearst has just bought a 
tract of 1,000 square miles of land 
on the south coast of Newfound- 
land, for the purpose of making 
his own paper. It is understood 
that a ten million dollar plant will 
be erected, with a capacity of 450 
tons a day. 


A court row over the estate o' 
Robert Dunlap, the hat manufac- 
turer, discloses that $742,000 was 
given to his w'dow as a 6 per cent 
interest in seven years’ business 
This would indicate that the profits 
from 1901 to 1908 were $1,236,665 








Despite the general business 
depression of the past year 


The 
Memphis News 
Scimitar 


showed a big gain over the 
preceding year, and every 
month during 1909 is show- 
ing a ga'n over the corre- 
sponding month of last year. 








PAUL BLOCK, Inc. 
Managers Foreign Advertising 


290 Fifth Ave. Hartford Bldg. 
New York Chicago, lll. 














““A Daily Newspaper for The Home”’ 


The Christian Science 


Monitor 


OF BOSTON, MASS. 


Every Afternoon Except Sunday 





World-wide Circulation and 
undoubtedly the most 
closely read 

newspaper in the world. 


Advertising rates furnished 
on application. 

















“A Kangaroo Direct to You”— 

In Michigan, where they’re made, 
and in British East Africa, where 
they’re used, everyone knows this slo- 
gan—or one like it. 

Now, what’s the matter with you 
having one like it? Just Tell Thomp- 
scn to conceive a catch-line for your 
business or brand. Thompson can do 
it because it’s his trade to coin catches. 

Write and Tell Thompson, 281 
Lark street, Albany, N. Y. 
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ADVERTISING TO ADVER- 
TISERS. 


SOME INTERESTING THINGS DEVEL- 
OPED BY A CAMPAIGN FOR NEW 
ACCOUNTS BY A SERVICE AGENCY— 
LOCAL NEWSPAPERS USED. 








One of the most gratifying de- 
ve:opments of the past few years 
in advertising circles has been the 
increasing tendency to take their 
own medicines on the part of 
agencies and publishers. Ten years 
ago only a few leading periodicals 
used other means than circulars 
and booklets of doubtful quality 
to reach advertisers. Scarcely an 
advertising agency advertised, ex- 
cept in “house organs.” 

There is now a different fee ing 
about reaching advertisers among 
progressive agents and up-to-date 
publishers, some of whom use 
magazine and newspaper space in 
I beral quantities. The Curtis 
Publishing Company remains the 
best example of the advertising 
publisher, as it was the pioneer in 
using space in other periodicals to 
secure both subscriptions and ad- 
vertising. Lord & Thomas have 
probably done more in trade jour- 
nals, magazines and newspapers 
than any other agency, 

Among the younger agencies, 
The McFarland Publicity Service 
has been a liberal user of trade 
journal space from its organiza- 
tion. This concern makes a spe- 
cialty of complete service, from 
the plan of campaign to the last 
degree of “follow-up’—with a 
plant equipped to take care of il- 
lustration, engraving, electrotyp- 
ing, printing and binding, under 
one roof and one management. 

Mr. Jefferson Thomas, the gen- 
eral manager, who has had a pre- 
vious publishing experience, had 
been a consistent and liberal ad- 
vertiser in connection with all his 
publications, and so knew th- 
value of this line of appeal. When 
The McFarland Publicity Service 
was started, therefore, he com- 
menced telling the story of his 
plans and methods through the 
same channels his previous ex- 
perience had showed him could be 
relied upon to reach advertisers. 
A business four times as large for 


the fiscal year just ending—the 
second of its existence—as for the 
year preceding, and increasing use 
of space in the mediums that have 
“made good” are indications of the 
success of the policy. Mr. Thomas 
recently to:d a Printers’ INK man 
some interesting things about tne 
experience of his firm in these 
matters: 

“With occasional exceptions due 
to special editions, etc., our trade 
journal copy has been a!most al- 
together educational in its nature, 
until very recently. That is, we 
sought to make the advertising 
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iD PUBLICITY SERVICE,. HARRISBURG, PA. 


ADVERTISING AGENTS ILLUSTRATORS ENGRAVERS AND PRINTERS 


ONE OF THE NEWSPAPER SERIES. 














public thoroughly familiar with the 
nature of our service before mak- 
ing any effort to get inquiries 
from possible customers. In the 
past few months, however, we 
have radically changed the nature 
of our copy, and all our ads now 
invite correspondence. The results 
of our previous educational work 
are only just becoming apparent, 
therefore, though we have sev- 
eral nice accounts which came to 
us as a result of our trade journal 
publicity. 

“Among the strictly advertising 
periodicals, Printers’ INK is our 
standby. We do not get a great 
many inquiries from it, but those 
received are worth while, in most 
cases, and we find that our Print- 
ers’ INK ads have a great deal to 
do with influencing business which 
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ultimately reaches us _ through 
other channels. 

“We get very good results from 
the technical trade journals cover- 
ing the fields in which we special- 
ize. As you know, ours is the 
only agency in the country which 
gives special attention to horti- 
cultural advertising. We use a 
two-page insert in every number 
of the National Nurseryman, and 
it is a first-class investment for 
us. Other technical trade periodi- 
cals have done very well for us, 
though we have used them in 
rather a limited way. 

“A few weeks ago we inaugu- 
rated a campaign of daily news- 
paper publicity in a chain of neigh- 
boring cities, and results have 
been surprisingly good. As a mat- 
ter of fact, I am convinced that 
this is the line of least resistance 
for us in the further extension of 
business. I do not mean that we 
will discontinue the use of trade 
journals, as I believe that would 
be unwise. It seems very clear 
from our recent experience, how- 
ever, that the local advertising 
emphasizes and brings to a head 
the publicity we have secured 
through the trade publications. 
Perhaps this is largely due to the 
manner in which we handle the 
daily newspaper campaigns. 

“We have no force of solicitors 
in the ordinary sense of the term, 
and we do not send our field rep- 
resentative to call on a firm until 
that firm has indicated its interest 
in Our proposition, and desires to 
have a personal interview. Where 
such an interview involves a trip 


requiring considerable time and 





expense, there seems to be a 
rather natural hesitancy about ask- 
ing us to send a man. When we 
take up a campaign in the daily 
newspapers of a city, therefore, 
we have our field representati:- 
locate himself in that place during 
the time the advertising is run- 
ning. Many persons invite him to 
call by telephone or letter, who 
would not do so if he had to 
make a special trip from Hafris- 
burg.” 


The syracuse 
Post standard 


has the largest, proved, paid 
circulation. Now 


About 40,000 Daily 


This is probably 10,000 
more than its next nearest 
competitor. About 90% of 
the general advertisers who 
use only one paper in Syra- 
cuse now use the POST 
STANDARD. 














PAUL BLOCK, Inc. 
Managers Foreign Advertising 


290 Fifth Ave. Hartford Bidg. 
New York Chicago, Ill. 











Circulation 25,000 copies each 
month, ten numbers in the. year. 
Ten per cent of its subscribers 
are cooking teachers, dietitians, ma- 
trons of hospitals, etc. 

Advertisers who use its columns 
speak highly of its pulling powers. 





The Boston Cooking School Magazine 


OF CULINARY SCIENCE AND DOMESTIC ECONOMICS 
JANET McKENZIE HILL, Editor. 





It usually heads the list of adver- 
tisers of goods suitable to its col- 
umns. One manufacturer of choco- 
lates and cocoa says it brings re- 
turns at half the cost of any other 
magazine. Write for copy and 
rate. 
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“ART OF FINANCIERING,” 
Showing how business men may 
raise capital for business projects 
without recourse to brokers or 
promoters, 

Valuable Booklet Free. 
BUSINESS AND FINANCE PUB. CO., 
119 Nassau St., New York. 


ney 


German Families areLarge 


and large families are large consumers. 
Think what a quantity of goede the 140,006 
or n.ore German ies consume that you 
reach advertising with us. Kate, 5 





y not let us run yourad in the 


Lincoln Freie Presse 








LINCOLN, NEB. 





LA PATRIE Covers the Field 


and is the most prof- 
itable French medium in Canada, Circulation 
increasing 1,000 per month. Reaches the best 
purchasing classes in Canada. Rates, etc., on 
application, 

“LA PATRIE* 
Daily and Weekly. MONTREAL, CANADA, 
LaCoste & Maxwell & Maxwell, 
Representatives, New York—Chicago. 


The Moving Picture News 


(America’s Leading Cinematograph Weekly) 
Editor, ALFRED H. SAUNDERS 
Write to our advertisers and ask their 
opinion of the value of the “News” as a 
medium. We reach 7,850 Moving Picture 
Men throughout the world. Write for 

sample copy and rates. 
CINEMATOGRAPH PUB. CO. 
30 West 13th Street, New York 


9,059-Word 














Business Book Free 


Simply send us a postal and ask 
for our free illustrated 9,059-word 
Business Booklet which tells how 
priceless business experience, 
squeezed from the lives of 112 big, 
broad, brainy business men may be 
made yours—yours to boost your sal- 
ary, to increase your profits, This 
free booklet deals with 
~ How to manage a business 

—How to sell goods 
~ How to get money by mail 
—How to buy at rock-bottom 
— How tocollect money 
~ How to stop cost leaks 
—How to train and handle men 
—How to get and hold a position 
—How to advertise a business 
—How to devise office methods 
Sending for this free book binds you to 
fothing, involves you in no obligation, yet 
it may the means of starting you on a 
broader career. Surely you will not deny 
— - a a when ag ie) only 
ie risk of a postal—a penny im say 
“Send on your 9.050-word Booklet.” Send to 


SYSTEM. vopt.1e8 © 151-153 Wabash Ave., Chicago 





ADVERTISING IN CUBA, 


SITUATION CHANGED MATERIALLY 
WITHIN LAST FEW YEARS—AD- 
VENT OF AMERICAN METHODS, 


L. MacLean Beers. 


The advertising situation here, espe- 
cially with regard to the newspapers, 
has changed very materially within the 
last few years. 

Where before it was possible to get 
’most any rate from the papers—the 
now stand out stoutly for their car 
rates. The advent of the big American 
advertisers, with the full-page and half- 
age ads, made the Cubans and Span- 
iatds sit up and take notice, and these 
latter began: to think there must be 
something in this advertising game after 








The Mundo, Havana’s leading morn- 
ing Cuban paper, only 3-cent paper sold 
on the island, is evidence in itself that 
the paper that does right by the adver- 
tisers and the advertising agency is 
going to come out on top. The adver- 
tisers were not long in finding out that 
each one was treated the same. Mr. 
Garcia was soon aware that he paid ex- 
actly the same rates as Mr. Suarez, 
though perhaps the latter may have used 
more space than he did. No one found 
out the Mundo’s policy quicker than 
the advertising agents. hey conse- 
quently started in to boost for the 
paper, and by the results obtained were 
satisfied that it was the right medium 
to use. The consequence of all this 
was that this paper was so crowded for 
room that it was obliged to increase 
from an 8-page to a 12-page paper, a 
consequent raise in rates was necessary, 
so from 80 cents an inch the rate was 
increased to 40 cents, and for readers 
from 50 cents to 80 cents an inch on 
the ist of January. Even with this 
unheard-of policy in Cuba the adver- 
tising continued to pour in, with a guar- 
anteed daily circulation of over 20,000. 
The paper soon added materially to the 
classified columns, and they now have 
about 21 columns of these, or more 
than double the amount carried by any 
other paper. 

Since the inauguration of President 

mez some little impetus has been 
given to the organ which he is interest- 
ed in, El Triunfo. They have just 
moved to larger quarters, installed a 
larger rotary press and are going out 
for business. 

The old, tried and staid Diario de la 
Marina is still here. This paper is a 
subscription one and is not sold on the 
streets, thereby adding greatly to its 
“seriousness,” as the Latins call it. 
There is hardly a campaign of any im- 
portance on the island undertaken with- 
out this paper. They print two editions, 
morning and evening, and it goes well 
over the island. . 

La Lucha, afternoon paper and semi- 
official organ of the Zayist branch of 
the government, has a good standing 
in the community as an advertising me- 
dium. It also pleases advertisers with 
the results obtained and has a large 
following amongst the Liberal elements. 

La Discusion is the next in order 
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is largely read by the better and 
eihier class Cubans with leaning to 
the Conservative ranks—the old organ 
of the first Estrada Palma presidential 


égime. 

"he weekly Mundo, or Mundo Ilus- 
trado, is a good home and family me. 
dium and is tastefully gotten up and 
displayed on the style of the American 
magazines—ads and text matter appear- 
ing side by side. 

The Figara is another good weekly 
medium which has a large following 
and carries many columns of adver- 
tising. 

On account of the setback to trade 
in the United States many manufac- 
turers have been casting their eyes to- 
ward Cuba and one or two are sead- 
ing some money here to try it out. 
They need have no fear as to the re- 
sults, however, for such firms as Lydia 
Pinkham, Mennen, Scott & Bowne 
Emulsion have all been in Cuba for 
ears and apparently intend to stay. 
Renewals come in each year with regu- 
larity. : 

There are three Cuban agents in the 
lace, but only one American concern, 

ndling the newspapers. Some new 
business being handled this year b 
the Beers Advertistng Agency is Ferd. 
H. Hopkins’ Oriental Cream, which is 
going into all the best papers for a year, 
twice a week, 3-inch and 5-inch copy. 

The big Macy stores are also plac- 
ing some business through the same 
agency in five or six of the leading 
papers. 

Dr. Munyon, the famous remedy 
king, whose features and ads_ have 
world-wide reputation, is now among us. 
The Doctor has rented a place, obtained 
a good, live local agent and is going 
out after the business in a business-like 
way. The Doctor, in conversation with 
a representative of the Beers Advertis- 
ing Agency, said they would likely cov- 
er the whole island and that he would 
stay down here five or six weeks and 
put the business well on its feet before 
leaving. 

_Mr. Pascalar, of the Williams Medi- 
cine Company, of Schenectady, N. Y., 
has been looking up all friends thi 
ear, as did H. K. Dumont, of the 
oratio Camps Advertising Agency, of 
New York, who send lots of ads to 
this country. 

he American agencies who try to 
do business here are seriously handi- 
capped, for unless you are on the 
ground and right among them you can- 
not tell much about it. We have seen 
cases here of Northern agencies who 
were actually recommending and tryin 
for rates in papers that have been dead 
and forgotten for some time past. 

There seems every prospect of the 
country going ahead again under its 
new president, and the Cubans, as well 
as the Americans, believe that they have 
a strong, steadfast man in General José 
Miguel Gomez, who has just taken over 
the reins of government from Pro- 
visional Governor Chas, E. Magoon. 
The provisional government ended at 
mid-day on the 28th of January, 1909, 
and soon after this hour the ex-gov- 
ernor and his aides sailed away on the 
new Maine, passing as they did so the 
wreck of the old Maine. 
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THE 
ROCHESTER 


Democrat 
Chronicle 


is so supreme in its field 
that comparisons are un- 
necessary. 


Guaranteed circulation 
over 55,000 Daily, 








PAUL BLOCK, Inc. 
Managers Foreign Advertising 


290 Fifth Ave. Hartford Bidg. 
New York Chicago, Ill. 




















The Nashville 
American 


Oldest Newspaper in Tennessee 
MILTON B. OCHS, Publisher 


To My Friends: 

I esteem it a special honor to 
have been made Business Man- 
ager of The Nashville American 
by so experienced a man as Mr. 
Ochs. he paper stands for all 
that is best in sane and sensible 
journalism and investments in its 
advertising columns pay. This 
department shall have my per- 
sonal attention and I invite cor- 
respondence on Publicity in Ten- 
nessee. 

Yours truly, 
Letanp RankKIN, 
Business Manager. 


The Nashville 
American 


Published Every Day in the Year at 
NASHVILLE, TENN. 
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** Quantity and Quality ’’ 


MILWAUKEE 
EVENING 
WISCONSIN 











AT 2 CENTS 





Heretofore the recog- 
nized quality home news- 
paper of Milwaukee hav- 
ing the largest two-cent 
circulation in the state. 


AT _ 1 CENT 





Now the home news- 
paper of quality, but also 
the paper combining quan- 
tity with quality, 25% 
in circuiation having been 
added since the reduction 
of selling price to one 
cent, and the increase con- 
tinues. 


34,524 


This was the average 
daily circulation of the 
Evening Wisconsin for the 
week ending April roth. 
No advance in advertising 
rates. 


CHAS. H. EDDY 


Foreign Advertising 
Representative 


Chicago New York 














“CONFESSIONS” THAT STRIKE 
DEEP. 





New York, April 5, 1909. 
Editor of Printers’ INK: 

After reading the confession of a 
newspaper in the last issue of Printers’ 
Ink, one feels that something more than 
menthol is about to be served. While 
it is not altogether new for a dai'y 
newspaper to declare itself in favor of 
equal rights and opportunities, this 
looks like a sure enough movement. 
The North American is just the paper 
to open the ball and the thing has been 
done, and well. The cock of the morn- 
ing has done crowed, so look out by 
the east window. 

Clause three of the confession should 
have been in red, because it strikes 
deep to the root. It leaves no doubt: 

“There must always be with us 
many who are helpless, and it is 
our solemn duty to do what we can 
to raise them up and make their 
lives a little easier.” 


I have several times wondered just 
what the real difference is between a 
savings bank speculating with the money 
belonging to the poor and a great pub- 
lication renting its columns to mongers 
of misleading, Sich comming investments, 

Which is worse? 

I do not know. The latter course is 
more winding, but the result is loss, and 
that is what hurts. 

There are six or more of the big 
edition magazines making much of the 
fact that no vile thing can be offered 
their subscribers. Cigarettes, whiskey, 
mining stock, patent medicines, etc., 
need not apply, at the same time ad- 
mitting bond advertisements that would 
not bear the calcium. These securi- 
ties (?) are no doubt truthfully de- 
scribed, but not fully and wholly ex- 
posed either in the advertisement or in 
the follow-up literature. 

am told that a recent whole page 
spread of quasi corporation bonds seem- 
ingly safer than nited States Steel 
first mortgages have no sinking fund to 
provide for final satisfaction. It is the 
untold features that make these in- 
vestments dangerous. ‘There is no state 
or federal law to prevent a man from 
offering bonds of questionab'e founda- 
tion, but publishers can make a law 
that will bring these get-rich-quick gen- 
tlemen out of ambush. 

I was asked only a few months ago 
by the manager of the Indianapolis 
News for an opinion on certain bonds 
being advertised throughout Ohio and 
Indiana. I replied by asking if he had 
reference to the ability of the adver- 
tiser to pay, or to the quality of the 
investment. He said by all means 
make the investment, as he had no fear 
about being able to collect for any ad- 
vertising the company might do. Then 
I said, “Mr. Johnson, if you contem- 
p'ate making me a present of a block 
of these bonds, please send me a roll 
of toilet paper instead.’’ The concern 
was later hauled up by the state author- 
ities, requested to return all money co'- 
lected and get out of Indiana P. b. Q. 

Strange to say, that concern was 
proceeding upon the self-same principle 
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the great weekly and monthly maga- 


zines. : 
Let us drink to the success of the 


dailies in saving the poor from the 
“security shark.” 
Jay Wetuincton Hutt. 
—_—_——_+o-+—___ 
AN UNUSUALLY COMPLETE CIR- 
CULATION STATEMENT. 





New York, April 6, 1909. 
Editor of Printers’ INK: 
Here is a statement of circulation, 
different from any you have ever seen 
before. It shows the total circulation 





of the Daily, Oklahoman, its distribu- | 
tion by counties, the number of papers | 


sold daily and Sunday, in every town 
of the state, and the occupation or busi- 
ness of the people who subscribe for it. 


By consulting the table, you will find | 


that the Oklahoman is read by 1,914 


craftsmen, 7,411 farmers, 419 bankers, | 


204 manufacturers, etc. ’ 
We. have seen magazines issue com- 
prehensive statements of distribution, 


but we have yet to see a_ statement, | 


whether from a magazine or a daily 
newspaper, that measures up, in thor- 

ough completeness, to the enclosed. 
What do you think of it? 
G. K. Kratz. 


——~- 
WORLD-HERALD QUITS CIRCU- | 


LARS FOR PRINTERS’ INK. 


Wortp-HERap. 
Omana, NeEs., April 9, 1909. 
Editor of Printers’ INK: 

Instead of getting out circulars to 
advertising agents, etc., which circulars 
we believe do not accomplish much 
good, we have decided to use space in 
Printers’ Ink, or at least to give you 
a fair trial and if the results warrant 
it we will keep going with you. 

H. Doorrty, Adv. Mgr. 
—————+o>——___—_—— 

Mr. John A. Cavanagh, of Des 
Moines, has been chosen as the busi- 
ness manager of the St. Paul Dispatch. 
He has already assumed his duties as 
the successor of Mr. Driscoll. Mr. Cav- 
anagh was born and raised in Des 
Moines, Iowa, has lived there all his 
life, is thirty years of age and his pre- 
vious newspaper experience was gained 
as business manager of the Des Moines 
Leader, when the same was published 
by Mr. Samuel Strauss, now the pub- 
lisher of the New York Globe. Mr. 
Cavanagh made the acquaintance of Mr. 
C. H. Grasty, the present publisher ot 
the Dispatch, on shipboard while both 
were returning from a pleasure trip 
to Europe last summer. 

Mr. Grasty has made a striking suc- 
cess with the Dispatch. 

Mr. Driscoll returns to the Pioneer 
Press, with which he has been identified 
since boyhood. His father was largely 
responsible for the building up of that 
paper. E, E, Hayes, whom Mr. Dris- 
coll succeeds, has gone to Philadelphia 
to enter into business. 


Hugh O'Donnell, of the Minneapolis 
Journal, claims that its March advertis- 
ing broke all records—a total of 877,800 
ines. 








The 


New Orleans 
Times- 
Democrat 








is the strongest and best 
newspaper in the South. 
Its unquestioned pres- 
tige, deserved popularity 
and far-reaching circu- 
lation, make it the best 
advertising medium in 
the South. By adding 
to your list 


The 
Times- 
Democrat 


you are assured of 
reaching the greatest 
number of buying 
Southern people. No 
other paper so thorough- 
ly covers the field. 








Hand, Knox & Company 


New York Office: Brunswick Bldg. 
Chicage Office: Boyce Bldg. 
St. Louis Office: Victoria Bldg. 





———aiae 
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SOMEWHAT EXPENSIVE 
HUMOR. 





BATTLE OF WITS BETWEEN HARD- 
MAN, PECK & CO. AND ANDERSON 
& CO, IN NEWSPAPER ADS. 


By F. N. Kimball. 

Every once in a while some 
business man thinks up a fine joke 
on his hated competitor. He turns 
it over in his mind, and the more 
he thinks about it, the funnier it 
seems. He tells it to some of his 
employees, and they laugh so hard 
that he decides it is such a good 
joke he will give the public the 
opportunity of enjoying it also. 

Forthwith something appears in 
the newspapers that by a stretch 
of the imagination can be called 
an advertisement. Anyhow, it 
comes out of the advertising ap- 
propriation. Of course, it doesn’t 
bring business, but the advertiser 
and his friends have a whole lot 
of fun over it, and as long as they 
enjoy themselves and pay the bills, 
why need anybody find fault? 

As somebody remarked recently 
in Printers’ Ink: “Oh, advertis- 
ing, what crimes are committed 
in thy name!” 

The Hardman ad and the An- 
derson burlesque of it, reproduced 
on this page, tell a story of the 
hot competitive conditions exist- 
ing in the piano business. The 
Steinway is the official piano of 
the Manhattan Opera House, and 
the Weber of the Metropolitan 
Opera House. Both these manu- 
facturers furnish large numbers 
of pianos to the opera singers 
during their stay in this country. 

The Hardman people thought it 
would be a good joke on the big 
houses to land their pianos in 
some of the opera singers’ homes. 
Then Anderson thought of still 
a better joke by telling how Hard- 
man did it. 

In the Anderson ad this ap- 
pears: “By hook or crook, when 
the songsters are away, pianos 
are put in their gilded cages. 
Sometimes the instruments remain 
in position for a day or two. Quite 
as frequently they are dumped into 
a van and carted back the same 
day. But the manufacturer or 
dealer claps his hands and cries: 





‘My piano has lived with a famous 
opera artist.’ 

Of the two jokesmiths Ander- 
son seems to have the more in- 


Hardman, Peck’s Ad, March 26. 


| Seven of the World’s. 


Most Famous Baritones 


MR. AMATO, 
(Metropolitan Opera Co.) 
MR. DUFRANNE 
(Manhattan Opera Co.) 
MR. GILIBERT, 
(Manhattan Opera Co.) 
MR. POLESE, 
(Manhattan Opera Co.) 
MR. RENAUD 
(Manhattan Opera Co.) 
MR. SAMMARCO, 
(Manhattan Opera Co.) 
MR. SCOTTI 
(Metropolitan Opera Co.) 
On any musical subject, the opin- 
ions of these gentlemen, wnose 
fame is world-wide, must be ac- 
cepted with the greatest respect. 
They have been unanimous in their 
approval of the 
HARDMAN AUTOTONE 





Anderson & Co.’s Ad, April 2. 


Nine of the World’s 
Most Famous Opera 
Stars 


PEACH ELBA, 
(The girl with the ice cream voice) 
EMMIE CALF, 
(The sweet warbling dairymaid) 
E. SCHOOMAN HONK, 
(The wonderful automobile song- 
stress) 
EMMY AIMES, 
(The honey-voiced — 
GEORGIANNA GLADSK 
(The girl with the aa hand” 
voice) 
LILLY NODDICA, 
(The dreamy singer of lullabies) 
ENRICO OCARUS, 
(The ayer guard whose “step 
lively”’ cox Ss, wes lowest bass 
scheort 
(The candy-voiced ie of butter 
scotch fame) 


to high 


(The well-known dance hall artist) 


On por musical subject the opin- 
ion of these favorites, whose fame 
is world-wide, must be accepted 
with the greatest respect. Wonder- 
ful Artists! Wonderful judges of 
pianos! Their reputation is great! 
heir good-will a tremendous asset! 
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ous cisive humor. Now, it remains to 
be seen whether some other dealer | 
ler- will get off a joke on Anderson, | 
all and thus continue in endless chain. | 








The newspaper publishers enjoy 


good humor themselves—when it | 
is paid for by the agate line. And | 
they are the ones who always | 


profit by a spicy advertising con- 
troversy. 

Business men are often tempted 
to get into newspaper controver- 
sies with their competitors. The 
most experienced advertising 
agents always advise against such 
controversies. They know that 
both parties to a public dispute 
suffer. Attacking a competitor di- 
rectly is never good advertising. 
Even the man who has the best 
of the argument brings suspicion 
on himself, and offends the taste 
of many possible customers. The 
ablest agents to-day will throw 
up a good account if the client 
cannot be dissuaded from making 
direct attacks. This is one reason 
why even local advertisers do well 
to employ agents of experience 
and good judgment, who will pre- 
vent them from “doing stunts” in 
the public prints. 


oS 
ANOTHER POETIC SAMPLE. 





Cievecanp, O., April 2. 
Editor of Printers’ Inx: : 
I was interested in the article on 
poetry in advertising, because I have 


preserved a poetic sign I saw on a 
ms | 


cobbler’s shop in Avis, 


Early to bed and early to rise, ; 
Mind your own business and tell no lies, 
Don’t get drunk and spoil your eyes, 
Pay up your debts and economize, 
Boots and shoes of any size 

Made to order or otherwise. 


Sypney BALL. 








ROBERT TOMES, 
Special Newspaper Representative, 
116 Nassau St., New York 








A Few Large Penene 
« O 
Known Circulation Solicited. 
Satisfactory representation guaranteed 
at a reasonable price. 














The Toledo 
Evening Blade 


has now reached a circula- 
tion. of over 32,000 copies 
_per day. 

The BLADE carries more 
advertising than any other 
paper in its territory. — 

The TOLEDO WEEKLY 
BLADE has a circulation 
of about 225,000 copies per 
issue. 

As an advertising me- 
dium it cannot be excelled. 








PAUL BLOCK, Inc. 
In charge of Foreign Advertising 


290 Fifth Ave. Hartford Bidg. 
New York Chicago, Ill. 




















In Nearly Every Home 


in Nashua the Telegraph is a 
daily visitor. It is the only daily 
newspaper published in this city, 
which has a population of over 
26,000. Six lines of railroad 
and three interurban electric 
roads radiate from Nashua, thus 
affording the Telegraph an ex- 
cellent opportunity for extend- 
ing its circulation into the many 
adjacent populous towns. The 
splendid train service from 
Nashua makes it possible for the 
Telegraph .to carry the latest 
news to the towns earlier than 
any of its competitors, and this 
fact, which has especially been 
taken advantage of by the new 
management, is resulting in a 
steady increase in circulation. 
The Telegraph’s equipment has 
been improved, the mewspaper 
has been brightened in many 
ways and the publishers are de- 
termined that this, the forty-first 
ear of the publication of the 
Daily Telegraph shall be a rec- 
ord breaker. Send for a copy 
of our latest rate card. 


CARROLL J. SWAN, 
Penn Mutual Building, Boston 
is our Boston advertising 

















representative. 
| ES er eee eee 
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ADVERTISING THINGS DOING IN 
LONDON—AEROPLANES AND. 
SELFRIDGE’S. 


THE TIMEs. 
PrintinG House SQuare, 
Lonpon, E.C., March 27, 1909. 
Editor of Printers’ INK: 

I am sending you, under separate 
cover, two full-page advertisements 
which appeared in The Times of the 
24th and 27th March. They are some- 
what unique, as they represent the first 
display advertisement ever placed in a 
daily newspaper, or, as a matter of fact, 
in any newspaper, for aeroplanes. It is 
quite possible that such an advertise- 
ment has appeared in America, but not 
in this country. The Times was the 
only paper to carry this advertising, and 
the appearance of a page entirely com- 
posed of aeroplane advertisements was 
commented upon in the general press, as 
practical evidence that the new industry 
had really arrived. 

You are probably aware that there 
has been a very big splash in London 
during the last few days on account of 
the opening of Selfridge’s store. In 
this respect this journal carried a unique 
advertisement in which you may be in- 
terested. am sending you a copy. 
This was the only double page issued 
by the Selfridge Company, and was 
written in these offices. I think it 
strikes rather an original note in de- 
partmental store copy. It was written 
with the intention of making a_ special 
appeal to the readers of this journal. 
You will notice it is decidedly more lit- 
erary in flavor than the usual run of ad- 
vertising. 

I notice in a recent issue of Print- 
ERs’ INK, in an article on ‘‘American 
Advertising Men in London,” by Will- 
iam Allen Johnston, you refer to me as 
the manager of the Spottiswoode 
Agency.’ The Spottiswoode Agency has 





been out of existerice for two years, 
When the Spottiswoode, Dixon & Hunt- 
ing concern was formed, I went over as 
director, but resigned that position nine 
mouths ago to take on my present post 
as advertisement manager of this jour- 
nal. J. Murray AL tison, 
Advertisement Manager, 


a tO 
A NEWS-STAND, ROMANCE. 





An American Boy, weary of Sporting 
Life, was on an Outing, when he met 
the Modern Priscilla, a Popular mem- 
ber of the Smart Set. He declared his 
love at Surset and told how much he 
longed for Suburban Life and Good 
Housekeeping. She was at that time 
impressed with a Scientific American, 
an ardent exponent of Physical Cul- 
ture. The other Outlook seemed more 
favorable, however, and she decided to 
become the Youth’s Companion and 
have her own House and Garden, even 
though it should entail Dressmaking At 
Home. They went to the Judge and 
were married. They then decided to 
Travel, and set out across the Pacific, 
followed by Everybody’s good wishes 
for Success in Life.—Success Magazine, 





A_ new one-cent afternoon newspaper 
has been started at Atlanta, to be called 
The Star. The Star Publishing Com 
pany is behind it with a capital stock 
of $25,000. 


G. H. Dirhold, until recently editor 
of the Hardware Magazine, has been 
appointed advertising manager of the 

orvell-Shapleigh ardware Co., St. 
Louis, Mo. In addition to his duties 
as advertising manager, Mr. Dirhold will 
assist in the editing of the Gimlet, a 
monthly magazine published by the 
Norvell-Shapleigh Co. and devoted to 
the interests of the company, its travel- 
ing men and the trade. 
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DOUBLE-PAGE AD FOR NEW AMERICAN DEPARTMENT STORE 
IN LONDON. 
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A Big Advertising Man Wanted 


A man of big ability—the best business-getter and 


business-promoter I can find. 


This is the man I want. 


A man with the ability and personality 
to handle accounts from the largest con- 
cerns in the country. 5 

A man who won’t waste time on ap- 
propriations of less than $20,000.00 a 
year—and then only when the concern 
has capacity to invest $50,000.00 to 
$500,000.00 a year in advertising, after 
we demonstrate that we can make such 
an investment pay. 

I'll pay the price. 

To the man who can develop big 
propositions—who can handle big things 
—we are willing to pay as big a salary 
as he can earn. 

But he must be a man who can do 
all these things without my aid—we 
don’t want to do any work or worrying 
on any of his accounts. 


‘What I have done. 

I have built up, practically alone, in 
10 years, an agency that pays dividends 
on the largest capitalization in the ad- 
vertising business to-day, an agency that 
never lost a cash discount, not even dur- 
ing the late money panic. This record 
I am proud of. 





We have one account that runs $500,- 
000.00 a year. 

Here, for the right man, is a mighty 
solid foundation on which to build. And 
a remarkable opportunity—for he will 
have the inside track—there is no one 
in ahead of him—no one within this 
organization who will take precedence 
over him. 


Excellent agency equipment. 


The right man will have back of him 
as good agency equipment as there is 
in the country—equipment to execute 
a 

e will have, working right with 
him, capable copy men—men who can 
plan and prepare copy that would sell 
a bicycle to a man without legs. 


Write me in confidence. 


Write me enough about yourself— 
about what you have done, what you 
are doing—that I can judge whether to 
give you an. interview. But please don’t 
take up my time unless you can com- 
mand big money. 

C. E. SHERIN, Pres., 
C. E. Sherin Co., 
452 Fifth Ave., New York. 














CIRCULATION 


The Milwaukee Journal 


RECORD OF 





C. D. BERTOLET, 
1101-10 Boyce Bldg., Chicago. 





SR eee 23,237 
ee PO TE TI oa sc. inne sdveanaae 24,330 
Sens. AOMMEEMG FOF IGE. os «000508 6 es andowicde 25,837 
Oe en enn eres 28,750 
Daily Average for 1903...........ccccccceee 33,504 
fe eo 36,886 
Oe re 40,517 
imal Amperage for 1900. 2... esses ei sa'es 44,976 
Emily Average FOF TQOF: oo. a6 ccc cs ccecs es 51,922 
Se PRONE UO WI oss sxx ns on vdolmemesn 55,827 


The Guaranty Star is back of these figures. 


Advertising Rate 
7c. per line flat—Position, 8c. per line 


Advertising Représentatives 


j; F. ANTISDEL, 
9 W. 29th St., New York City. 
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Printers’ INK. 


A JOURNAL FOR ADVERTISERS. 
Founded 1888 by Geo. P. Rowell. 
PRINTERS’ INK PUBLISHING COMPANY 
Publishers. 

President and Treasurer, J. D. HAMPTON, 
Secretary, J. 1. RoMER. 

OFFICE: 12 WEST 31ST STREET, 

New York City, 

Telephone 5203 Madison, 


The address of the company is the address of 
the officers, 








New England Office: 2 Beacon Street, Boston. 
JuLius MATHEws, Manager. 


(= Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months, Five cents a copy. 


Jessk D. Hampton, Editor, 
J. GEORGE FREDERICK, Managing Editor, 





New York, April 21, 1909. 





, Those thirty-four 

Newspapers’ jewspapers which 

Advance in prey th : 

Organi ength an 

acemvmuens breadth of news- 
paper publishing in this country in 
1775 looked very meager beside 
the 5,253 newspapers which were 
being published in 1861. Yet the 
publishing advance since that time 
is still more remarkable. One has 
only to attend the conventions of 
the American Newspaper Publish- 
ers’ Association, now in session, to 
be impresséd with the splendidly 
organized and co-ordinated work 
of newspaper publishers, both in 
securing and transmitting news, 
and in securing and safeguarding 
advertising revenue. 

Much has already been said on 
the matter of the newspaper’s part 
in creating national public opinion 
and other ethical and civic devel- 
opments, but equal credit should 
be given newspapers for the ad- 
vance in organization and co-oper- 
ation. The picturesque days when 
newspapers were so many little 
isolated kingdoms, endeavoring to 
do for themselves the things which 
such organizations as the Associ- 
ated Press and the A. N. P. A. 
now perform so economically and 
well, are practically over. 

‘Of the old-time editors whose 
personalities have equal prestige 


with their newspapets themselves 
there remain but two notable fig- 
ures—Col. Henry Watterson, of 
the Louisville Courier - Journal 
and Col. Alden J. Blethen, of the 
Seattle Times. ‘Vhat their: person. 
alities are not merely a paper rep- 
utation, but very real and pro- 
nounced, is evidenced by the phe- 
nomenal activity which both still 
manifest in their papers’ affairs, 
The newspapers of the country 
now present an advertising ma- 
chine that is as compact and 
smooth-running and effective as 
one of the wonderful presses 
which print them. A concrete pic- 
ture of this organization at work 
is presented in the article printed 
in this issue on utilizing newspa- 
pers to meet competition wherever 
it crops up dangerously. The ad- 
vertiser who desired to do so could 
stir up interest from Maine to 
California overnight by wiring 
copy—as Lawson did, for instance, 

Still greater progress is due 
among progressive newspapers in 
the next decade, however. Having 
achieved such excellent mechanical 
and news standards, much atten- 
tion will undoubtedly now be cen- 
tered on advertising and circula- 
tion departments. Great room for 
growth in cleaning up advertising 
pages still remains, and construc- 
tive advertising solicitation will 
quickly fill in the gap in revenue 
which elimination of questionable 
advertising may create. 

One of the strongest supports 
of the newspapers in their upward 
growth has been the development 
of foreign advertising through 
live, progressive special agents, 
who have developed many new 
advertisers. The most prosperous 
and valuable newspapers in the 
country are easily distinguishable 
from the rest by their energetic 
foreign representation. 

The progressiveness of the best 
special agents is uniquely illus- 
trated in this week’s Printers’ 
Inx. An agency 27 years old is 
advertising its service. This is an 
entirely new step forward. 

It will be very largely due to the 
energy and initiative of special 
agents if newspapers will in the 
future develop advertising possi- 
bilities as rapidly as in the~past. 
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The Big . new automo- 
, bile paper is 
Stick in about to be 


Soliciting jaunched under 
the auspices of an association of 
automobile owners. In soliciting 
advertising for the first issue, a 
peculiar method is being pursued. 
The solicitor calls first upon the 
accredited agent or advertising 
manager. Failing to get an order 
off-hand, he closes the interview by 
saying: “I notify you that I am 
going over your head in this mat- 
ter. Good morning.” 

The idea has prevailed among 
some of the veterans in the busi- 
ness that “going over the head” of 
the advertising dispenser does not 
pay in the long run. For a solic- 
itor to pursue that policy to any 
extent is equivalent to burning his 
bridges behind him. | Solicitors 
frequently shift from one medium 
to another. An important item of 
their stock in trade is their good 
standing among the men who place 
advertising. The solicitor who 
plans to go over somebody’s head 
every time he fails to get an order 
has a pretty hard row to hoe. If 
he were selling suspension bridges 
and only expected to sell one once 
in ten years, he might find that a 
good policy. But in the advertis- 
ing business conditions are differ- 
ent. A solicitor to be a success 
must be able to secure orders con- 
tinually and the volume of his busi- 
ness depends upon his being per- 
sona grata in many different offices. 
For him to reject the decision of 
the accredited dispenser of orders 
makes it impossible for him later 
to reopen negotiations either for 
that particular medium or for any 
other which he may afterwards 
represent. The really successful 
solicitor is never affronted by a 
polite refusal but endeavors to 
leave matters so that he can reopen 
the case some time in the future. 

No advertiser who understands 
his business will reverse the deci- 
sion of his agent or manager. Just 
as sure as it becomes known that 
there is a higher court of appeal, 
the contractor loses power to buy 
space advantageously. As a mat- 
ter of fact, agents and managers 
are supported loyally by their em- 
ployers in the great majority of 


cases. To put a man up as a buyer 
and then not give him absolute 
power to act is pure folly and 
would cost the advertiser dearly 
in the long run. If the space buyer 
makes too many errors in judg- 
ment he should be removed, but 
while he holds office, his yes and 
no must be final, All experienced 
advertisers and successful solicit- 
ors understand this and act accord- 
ingly. 


Presenting poco = - ep 
est drawbacks to 
an Advertis- still greater ad- 
ing Propo- vertising success 
sition is the fact that 
manufacturers, and also many ad- 
vertising men, are unable to appre- 
ciate one of the most vital princi- 
ples behind advertising—the busi- 
ness power of presenting a propo- 
sition so that it will be instantly 
understood and appreciated by 
everyone. 

Thousands of manufacturers 
have things to tell which, if told 
rightly, would make a very power- 
ful impression for business upon 
the public. But unfortunately, 
these manufacturers talk with 
each other and to outsiders in 
terms of the most dry and lifeless 
technicality. They are unable to 
comprehend the business value of 
making such things popularly un- 
derstood. Neither can they com- 
prehend the importance of a broad, 
human way of presentation. Yet, 
at a luncheon table, the talk of 
some such business men for their 
own business, if used by an able 
advertising man, would open the 
eyes of the public and bring for- 
tune to the advertiser. They’ can 
talk their proposition, effectively, 
but not write it. Such manufac- 
turers follow their business from 
day to day, dealing in its technical- 
ities, and perfectly unaware of the 
mine of argument, which, if illu- 
mined with the skill of an able ad- 
vertising man and placed before 
the public, would revolutionize 
their business. Far too many man- 
ufacturers are too much concerned 
with buying, managing, making, 
systematizing, and details of price 
and discount, to give time to the 
underlying relation of their busi- 
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ness to the public and the argu- 
ments which fundamentally build 
their trade. 

Mere figures and dry facts and 
technical details are repellent and 
ineffective. But an advertising 
man who knows the public, and 
also knows his business, can take 
those figures and technical details 
and make out of them a living, 
sentient appeal which the public 
can scarcely escape. 

For years publishers have told of 
their circulation in numbers, and 
these numbers have meant nothing 
really concrete. There is nothing 
visual in numbers—nothing to 
grasp. They are utterly without 
power to describe, because descrip- 
tions and all language originate in 
images and comparisons. Our 
much-used Roman numerals are 
poorer in power of description 
than the most clumsy sentence of 
word picturing, and _ infinitely 
poorer than even a crude pencil 
drawing. The vogue of the car- 
toon and the displayed editorial 
as against the old style heavy 
editorial in swaying the masses 
is full of advertising significance, 
if understood properly. 

When an especially wise pub- 
lisher recently tired of numerals 
and said to the public that he 
printed two copies of his maga- 
zine for every word in the Bible, 
he instantly accomplished what 
for years he and others had 
merely tried to accomplish. We 
really know now how big the cir- 
culation is—we took it abstractly 
for granted before. 

When a comparatively small 
newspaper publisher says he has 
a circulation of 75,000—what does 
it mean even to advertising men? 
Who has ever seen 75,000 people 
all at one time? A little thought 
will show how this observation 
applies to general advertising. 

It is the same with statistics as 
with business and advertising ar- 
guments. Immeasurable advertis- 
ing value is lost because the true 
facts are blurred and befogged in 
the mind in the process of trans- 
ferring them to others. Many an 
advertiser who is so perfectly 
clear in his own mind what he 
means, simply because he under- 
stands, or thinks he understands, 
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his business, is quite incompre- 

ensible to the average reader; 
ifand even if comprehensible, does 
‘not move the reader. 

The highest advertising ability 
is that which can make an argu- 
ment live in the mind—can con- 
vey an argument perfectly from 
writer to reader. Many times ad- 
vertising men hear from manv- 
facturers over the lunch table or 
in their office arguments for busi- 
ness which seem invincible. Yet 
the same thing written looks flat. 
The manufacturer sometimes has 
the conversational ability to make 
his arguments vivid, but of course 
fails utterly when he tries to write 
them. He is the first one usually 
to concede the value of arguing 
conversationally as he does, for 
his business has grown by means 
of it, but when advertising buut 
on the same principle is brought 
before him, he is immediately af- 
fected by that curious conserva- 
tism about the printed page 
which keeps so many from doing 
good advertising. 








Do Advertis- Mr. Field, of 
ing Men Munsey's, quite 
5 Read evidently _ thinks 


it is now about 

Magazines? time to stir up 
the animals again, for a recent let- 
ter of his begins: “It has been said 
that few men interested in adver- 
tising actually read the text pages 
of the magazines.” If they don’t, 
they ought to. Of course it isn’t 
necessary to read everything, fic 
tion and all, but a man charged 
with the responsibility of dispens- 
ing a large sum of money in mag- 
azines ought to have some famil- 
iarity with the editorial policies 
of the different publications. It 
may not throw much light upon 
quantity of circulation but it is a 
pretty good indication of quality. 
If a magazine is suffering from 
dry rot or if, on the other hand, 
it is going ahead and appealing 
to a better class of people, the 
experienced eye will discover 
those conditions in the text pages. 
An advertiser needs to know 
something more about a magazine 
than just how many copies it 
prints. 
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The Outlook this week 
contains One Hundred 
and Thirty-six pages 
of paid Advertising 


Advertising Rate 
$200 a page flat. 
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There was some 
The Freeman iifting of eye- 
Experiment brows when it 
Was announced 
that William C. Freeman, so long 
and prominently identified with 
the Hearst organization, had 
joined the staff of the New York 
Evening Mail. Beginning without 
any title, there was curiosity to 
see just how his unique person- 
ality would adapt itself to condi- 
tions so radically different. Some 
early predictions have been real- 
ized. For one thing, the publisher 
of the paper has forced the title 
of advertising manager upon him. 
Again, it was expected that an 
increase of rates might be conti- 
dently looked for in the near fu- 
ture. What has really occurred 
has been a process of “making 
the rates uniform.” To the ad- 
vertisers affected, this has seemed 
mightily like an ‘advance of rates, 
but Freeman likes the other phrase 
better. Besides, it can be de- 
fended on highly ethical and alto- 
gether commendab:e grounds. 
“Uniform rates” are very desirable 
in the opinion of most advertisers, 
and, like other good things, are 
worth paying a trifle more to 
secure. 

But the spectacular feature of 
the Freeman experiment has been 
the series of advertising editorials 
appearing on the front page of 
the paper. They have the Hearst 
flavor at its best. All of them are 
worth reading, and some of them 
are better than some of Brisbane’s 
editorials on baby culture. As a 
rule, a local or national advertiser 
is directly cited to give human 
interest to the article. Thus, the 
story is made more interesting, 
and so adroit is the Freeman 
touch that the advertiser himself 
is rather pleased than otherwise. 
Mr..Cammeyer, the shoe man, re- 
marked, after reading one of the 
articles, in which his business was 
referred to: “Well, it seems we 
are all great men!” 

As a matter of fact, the Free- 
man daily editorials on advertis- 
ing have caught the town, and 
Printers’ INK knows of a number 
of men who buy the Mail regu- 
larly in order to read them. Thev 
constitute one of the best methods 


of advertising advertising that has 
yet come to the surface, and dailies 
in other cities might to advantage 
adopt the idea if a local man as 
clever as Freeman can be found 
to conduct the column. The 
Evening Mail’s first batch of ad- 
vertising editorials has been is- 
sued in book form, and can doubt- 
less be had upon application. 





SPHINX CLUB ELECTS 
OFFICERS. 





At the torst dinner of the 
Sphinx Club, held at the Waldorf- 
Astoria, April 13th, P. A. Conne 
was elected president to succeed 
Samuel Brill. W. H. Maule was 
made vice-president, and William 
Loruenser and W. W. Hallock 
were re-elected to the offices of 
secretary and treasurer, respec- 
tively. 

The following members were 
elected to places on the executive 
committee: W. B. Cowperthwait, 
L. C. McChesney, T. A. Barrett, 
A. W. Erickson, S. Keith Evans, 
James O’Flaherty and Samuel 
Brill. 





KEEPING AFTER “ THE- MOSS- 
COVERED FELLOWS.” 





Tue Lorp BattTimore PREss. 

BattrmoreE, Mp., March 25, 1909. 
Editor of Printers’ INK: 

I can’t help telling you, now that 
I’ve just finished reading your article 
in re Baker’s Cocoa how delightful your 
roasts of the big moss-covered fellows 
are. Behind your extremely clever and 
entertaining phraseology there is a 
world of hard-hitting sense that should 
make the slothful targets sit up and 
take notice of your brilliant marksman- 
ship. 

Keep at ’em. 

Jerome P. FLEISHMAN. 
—_+ eo >—___. 


For the month of March The Chris- 
tian Herald carried a total of 21,080 
lines of advertising, making a gain of 
68 per cent over the same month of a 
year ago. 





W. H. Carr has resigned as a 
manager of the Kansas City Post to 
become general manager a te St. 
Louis Star-Chronicle. 





The Guy W. Eskridge Company, ad- 
vertising agency, Richmond, Va., has 
taken over the Jefferson Press to 4e- 
cure a composing-room for itself. 





\i 
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Wireless Outfit 


FOR 


The Boston Post 














First Newspaper in New 

England to announce the 

addition of a Wireless Tele- 

graph E:quipment to its Regular 
News Service 








The Boston Post 
is ALWAYS Up-to-Date 
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DOES THIS EXPERIENCE DOVETAIL 
WITH YOUR REQUIREMENTS ? 
For about 2% years have been with 

one of the best-known advertising 

agencies in the country. Part of the 
time was copy-writer, but most of the 
time was manager of the agency’s Copy, 

Art and Mechanical Departments—the 

responsible head of the entire Service 

end of the business. My desk was the 

“storm center’ of the shop. That I 

made good the president of the agency 

will doubtless tell anyone who asks. 

Now, owing to conditions, am open to 

engagement. 

An Advertising Agency 
desiring a copy man, a head for the 
Service department, an organizer of a 
Service department, or a man who can 
take up with clients or prospective clients 
the matters of Plans, Copy, Mediums, 
etc., might find profitable use for me. 

A Print Shop 

having a Service department or desiring 

to organize one and make it contribute 

to the growth of the business might 
find profitable use for me. 
An Advertiser 

desiring an advertising manager and 

realizing the value of an agency experi- 

ence might find profitable use for me. 
But— 

an interview is the only means of reach- 

ing a_ satisfactory conclusion as_ to 

whether I will fit without wrinkles. 

New York City preferred. Address 

X. Y. Z., care Printers’ Inx, 12 W. 

31st St., New York. 














Meet Publishers 
and Advertisers 
in New York 


Scarcely a day when there 
is not a dozen or so lunching 
at the Grand Hotel at 31st 
street, and Broadway. 


























A BOOK ON ADVERTISING THAT 
IS CREATING DISCUSSION, 





The W. D. Boyce Company has issued 
a_unique book on_ advertising called 
“The Rattle, And The Hammer, And 
The Scales.” In forty-eight pages be- 
tween cloth covers it says some very 
pointed and convincing things about ad- 
vertising. The book has caused much 
favorable comment, and deserves to be 
read widely. 


___+oo————— 


Harry }: De Bear has been put in 
charge of the motor car _ advertising 
department of the Philadelphia Bulle. 
tin. For over a year he had been in 
charge of a similar department with 
the Record, and was secretary of the 
New York Motor Club. The Bulle. 
tin’s net paid average for February 
was 252,999 copies. This is a gain of 
6.000 a day over the month before. 


The net paid average for March is 
258.269. 
The Bulletin is noteworthy for its 


especially excellent retail. advertising 
typography, and has a national reputa- 
tion in this respect. 





The Kingston, N. Y., Daily Freeman 
has 5) pee a member of the 
A. eB 
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FLORIDA NOTES. 





Burhan’s Advertising Agency, Jack- 
sonville, is placing some Florida land 
advertising in papers of large circula- 
tion. 





Jacksonville Advertising Agency is 
also placing Florida land advertising for 
various promoters. This agency’s K. E 
B. P. account is about to be extended, 
and include the Jacobs Religious List, 
in part. re 





An Insecticide proposition is going 
out from the Jacksonville Advertising 
Agency to a representative list of the 
Florida State press. In the fall the 
list will be extended to cover Georgia. 





It is now Col. W. F. Stovall, presi- 
dent Tampa Tribune, Governor Gil- 
christ having appointed Mr. Stovall to 
his staff. inety ad cent of the capi- 
tal stock of the Tampa Tribune Pub- 
lishing Company is now owned by Mr. 
Stovall, who recently purchased the 
interest of Col. P. O. Knight. 





Following the recent announcement 
of the Lakeland News about becoming 
a daily, comes the announcement of 
the Sanford Herald, which says in the 
near future it. will be made a daily. 





A. F. Lorenzen, of the Hand Knox 
Special Agency, Chicago, has reached 
Jacksonville from Havana, and will prob- 
ably address the local ad club during 
his stay in the city. 
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30,000 RATE CARDS 








Do You Know 
The Advertising Rates 


In all Daily Newspapers 
In all Weekly Newspapers 
In all Magazines 


In all Trade Papers 
In all Agricultural Papers, Etc. @ 


You can find these and a volume of other information 
pertaining to advertising in the 


Advertisers National Rate Book 
The Book of 30,000 Rate Cards 


Contains 800 loose leaf pages 12x 16 which we keep 
constantly up to date. 


Gives cost and complete information of every known 
kind of advertising media. The first time this 
data has ever been published. Information it 
would take you months and cost thousands of 
dollars to collect yourself. 

Invaluable for advertisers, advertising agents and 
prospective advertisers. As indispensable in the 
advertising field as Dun or Bradstreet in the 
financial field. 

Send for sample pages and complete information. 
We furnish estimates on cost of an advertising 
campaign and do it impartially, for we are un- 
biased and have no interest in how much you 
spend. 


Advertisers National Rate Book 
World Building, New York City 
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THE REASONS FOR 


The Des Moines Capital’s 
CLAIM OF CITY CIRCULATION SUPREMACY, 


It is not always easy for one newspaper to know 
exactly the circulation of a competitor. The Association 
of American Advertisers has been of great assistance in 
bringing out the truth as to the circulation of hundreds 
of newspapers. Last September the Auditor of this As- 
sociation went very thoroughly over the situation in Des 
Moines. At that time the investigation showed that the 
Capital has 50 per cent more city circulation than any 
other Des Moines newspaper. Since that time the situ- 
ation has not relatively changed. The Capital still leads 
all of its competitors with respect to city circulation by 
50 per cent. Here are the figures as determined last 
September. The Capital’s city circulation is now almost 
14,000 daily. For any advertiser who wants business in 
Des Moines and Iowa, the Capital is always the one best 
newspaper. 


Detailed Circulation of THE CAPITAL (Paid). 
Sept. 1, 1907, to Aug. 31, 1908. 








City Carriers : - - - 9,754 
News Dealers - - - - 634 
Street Sales - - - - - 1,705 
Total paid city circulation - - 12,093 
Total average output - - - 41,632 
The Register and Leader | The News (paid) 
(paid) 
Sept. 1, 1907 to Aug. 31, 1908 | Sept. 1, 1907 to Aug. 31, 1908 
SR MERCI D ino css 00508 ee eS a ree 6.466 
Newsdealers .......... 851 | Newsdealers .......... 876 
BNE PMMNEE. 6. os ccoss ve Wy 4 TRC REE -BOIRB i) cisicn' scons 1,425 
POCA GRICE... 05 ...0% 65 —_ 
a Total city paid....... 8,767 
Total city paid....... 7,906 Total average output. 39,570 


Total average output. 31,284 








Eastern Representatives 


O’MARA & ORMSBEE, Brunswick Building, New York, N.Y. 
ELMER WILSON - ~-_ 87 Washington Street, Chicago, III. 








LAFAYETTE YOUNG, Publisher 
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To the Man 
With Something 
Worth Selling . 


An advertisement never pays for itself. 


It requires some kind of personal co-operation 
to make it successful. 


Newspaper, Magazine, Street Car or Bill Board 
space does not yield its maximum value unless its use 
is co-ordinated with aggressive sales work. 


The men who sell space talk as if space were of 
primary importance. 


The men who write copy dwell strongly upon 
how valueless everything else is if copy is weak. 


We will not submit plans for using space or have 
our copy writers prepare your copy UNTIL 
AFTER we have threshed out in conference all of 
the essential sales points and perfected arrangements 
for ‘‘ confident co-operation’’ in their expression. 


Our campaigns are “ Data-Built.”’ 


Our copy is the result of “conference” in which 
your people participate with ours. 


While we get commissions, discounts, flat rates, 
and other concessions in price because of the desira- 
ble character and volume of our business, we charge 
you a commission on the net, thus giving you the full 
benefit of our concentrated purchasing power and 
insuring you of impartiality in making selections in 
your interest. 





Let us put your name on our mailing list to 
receive monthly THE MAHIN MESSENGER. 


Long Di 
Telephone ‘Cesrai7os, or address 


MAHIN 
ADVERTISING COMPANY 


John Lee Mahin, President 


American Trust Bldg., Chicago 
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Of Daily and Suafey Circulation 
o 


The Commercial 


Appeal 


Memphis, Tenn. 




















March, 1909 
E icthansuaessesars 50,297 
Picvclsskeceacaus 50,818 
Gi cuwkoasu one's 50,253 
Mee Be ae ee ores 50,282 
ER ee ee ae 50,285 
Dicsanssuaavaees 50,457 
ET ee S 71,725 
Bctisetabcbaneadwe 50,145 
REE ares aan ele 50,945 
Wissvekuselvegeus 50,604 
ME GesAwa sts eeths 50,032 
i? Wicca eWente ue 50,436 
| RS eee 51,000 
| AS aaa ees S 72,105 
EO re ee 50,278 
_ Re ere ee 50,542 
RARE ee re 50,521 
_ eee 50,554 
ksi vivina asses 50,755 
Se eo ee 51,009 
eee S 72,847 
BR iss gecknskuan en 50,332 
reer es 50,457 
eS ee ee 50,236 
Re cetraWaiess ao aid aw 50,317 
RE 50,205 
MPa che ees ohne 50, 
\ Op ere ek S 71,841 
DRS cs oae sc sivade 50,084 
eer 50,315 
Biivcéeunsesasv aes 50,076 
Total Daily 1,362,825 
Total Sunday... 288,518 
Average, Daily, 
March, 1909.... 50,475 
Average Daily, 
March, 1908.... 43,338 
Daily Gain .. 7,137 
Average Sunday, 
March, 1909.... 72,129 
Average Sunday, 
March, 1908.... 63,762 


Sunday Gain. 





8,367 




















A FOUR MONTHS’ HEAD. 
ACHE PLASTER CAM- 
PAIGN. 

SMALL CONCERN BUILT UP INTO AN 


EXTENSIVE ADVERTISER IN RE- 
MARKABLY SHORT TIME, 








Four months ago the Hennis Com- 
pany’s confidence in its product was as 
unbounded as it is to-day, but the 
people who suffer with headaches didn’t 
know a thing about the plasters. At 
that time Cleveland was the company’s 
headquarters. It had done some ad- 
vertising in a desultory way, and was 
working with the druggists, trying to 
interest them in the plasters. But all 
the arguments put forth brought no 
results. Hennis’ Plasters had sales here 
and there, but they were hardly large 
enough or frequent enough to be con- 
sidered. 

As this juncture, the MacManus- 
Kelley Company, advertising agents of 
Toledo, having learned of the Hennis 
people’s difficulties, suggested a vigor- 
ous newspaper campaign in certain of 
the leading cities. The Hennis Company 
felt that it could not afford to go in 
so deeply, exhibiting that timidity 
which has so often characterized the 
first step of advertisers who later found 
themselves numbered among the coun- 
try’s largest advertisers. 

How the MacManus-Kelley Company 
became interested in the Hennis ore 
osition is in itself an interesting little 
story, and it was only the nose for 
business possessed by a MacManus- 
Kelley man that saved Hennis’ Head- 
ache Plasters from peing eternally con- 
sidered a joke. It came about in this 
wise: 

The representative of the advertising 
firm was in Cleveland one day last 
summer on other business. That even- 
ing, as he sat at dinner with a young 
man from one of the Cleveland news- 
papers, the latter told what his office 
considered a good yarn. 

One of Cleveland’s biggest wholesale 
liquor dealers had asked for advertising 
rates on a proposition in which he was 
interested. The proposition was a head- 
ache plaster. A headache plaster! No 
one had ever heard of such a thing. 
So the boys in the newspaper office 
forgot all about it after the laugh was 
over. 

But the next day the MacManus- 
Kelley man made a point of looking up 
the dealer and his headache plasters.’ 
It looked good right at the start, and 
the advertising man said so. 

Then the newspaper campaign was 
outlined to the Hennis people, and it 
= decided to try it out in Pittsburg 
rst. 

That campaign was remarkable, both 
in the way in which it was conducted 
and in the results it brought. 

‘The Hennis Company had previously 
tried to interest Pittsburg druggists, 
wholesale and retail, without success. 
J. C. Hennis, of the Chemical Com- 
pany, was sent to Pittsburg during the 
campaign, and the advertising firm had 
its representative there to Lew close 
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on its progress, and work with 
SP ieacis, who himself, during its 
rogress, evolved several very effective 
follow-up schemes. 

The space used in the newspapers was 
fairly large to begin with; the copy un- 
useful and forcetul—so much so, in 
fact, that people did exactly as it di- 
rected them to. The copy warned the 
consumer in advance that he need not 
expect the druggists to have the plasters 
in stock. It excused him for not having 
them; said they were new; that the 
druggists knew nothing about them, and 
that he couldn’t be expected to buy 
every proprietary product presented to 
him. So, the ebverticieg said to the 
buyer, in substance: “If you’re inter- 
ested, take a gamble. Encourage the 
druggist to buy some of these plas- 
ters. Telephone him. If he hasnt’ got 
them, tell him you'll buy a package if 
he'll phone to his wholesaler and get 
them.’ 

The copy was so bold, so unusual, so 
fair to the druggist and so com ling 
to the consumer, that the latter did pre- 
cisely what he was told to do He 
phoned the druggist and the druggist, 
in turn, phoned the wholesaler. 

Mr. Hennis sat back and waited when 
the first advertisement appeared. He 
had been coldly rebuffed by several of 
Pittsburg’s largest wholesale drug 
houses, and it was part of the plan o 
campaign not to approach the retailers. 

He had not long to wait. The man- 
ager of the leadin; poves firm—who 
had a few days before refused abso- 
lutely to handle the plasters—called him 
on the phone at his hotel and begged 
for plasters. His house was being 
swamped with the retailers’ orders. The 
advertising was at work. 

The pace set at the beginning was 
maintained. Druggists who never had 
heard before of Hennis’ Plasters were 
fighting for supplies at the jotting 
houses, One drug store alone, the first 
morning after receiving a suppl of 
nine dozen—which it considere ig— 
sold the entire nine dozen packages, and 
in the afternoon placed an order several 
times as large. Another said that, in 
return calls and in giving satisfaction, 
the equal of Hennis’ Plasters had never 
been sold over its counters. 

The Hennis Company’s stock was 
quickly reduced from 25,000 packages 
to nothing. And still the demand grew. 
One day’s unsolicited orders, after the 
first lot had been exhausted, amounted 
to 22 gross. Only by great effort was 
the company able to meet the demand 
which developed so strongly and grew 
so rapidly as the advertising campaign 
advanced. The company has now trans- 
ferred its headquarters to Pittsburg and 
has enlarged its facilities, 

_As an illustration of how the adver- 
tising made good and how the plasters 
themselves made good, a woman who was 
in Pittsburg during the campaign and 
used the plasters, later went to La- 
Crosse, Wis. There she found herself 
without a supply of the plasters and 
unable to buy them in the local drug 
stores. She insisted, however, that the 
druggist secure them for her, refusing 
absolutely any other headache remedy. 

Other cities have had like experi- 
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Providence 
Evening 
Bulletin 


“A Record Breaker” 


(From Printers’ Ink, January 
2, 1907.) 


“On Friday, December 14, the 
Evening Bulletin, of Providence, 
issued a thirty-six page paper, 
which contained 162 Columns of 
advertising. It is exceedingly 
doubtful whether any paper in 
the country can beat the Bulle- 
tin’s record. There were no spe- 
cial features in the paper—the 
advertising simply came in the 
regular course of business.” 


On Friday, April 2, 1909, 
The EVENING BULLETIN 


comprised 


42 pages with 
192 columns of paid advertising 


The circulation of 


The EVENING BULLETIN 


(1908 daily average 
45,372) 


is many thousands larger than 
any other New England daily 


outside Boston, 


JOURNAL BUILDING, 
PROVIDENCE 
CHARLES H. EDDY, 


1 Madison Ave., New York, 
403 Marquette Bldg., Chicago. 


L. E. PULLEN 
1101 Old South Bidg. 
Boston 





























76 PRINTERS’ INK. 


ences. The advertising has been in 
newspapers having circulation of a 
somewhat national character and has 
brought inquiries from all parts of the 
country. So that, in four months, the 
Hennis Company’s distribution has 
grown from nothing to a business of 
large proportions. Campaigns for other 
sections are now in preparation. 





A TALK ON CIRCULATION. 





The following are some excerpts 
from the “Taiks” which Arthur 
Capper is making in the Topeka 
Capital: 

In the “good old days,” before 
the professors of psychology be- 
gan to meddle with the “rule-o'- 
thumb” in advertising, advertising 
like kissing “went by favor.” The 
newspaper man asked for an ad- 
vertisement as a favor and re- 
ceived it with due thankfulness; 
the merchant gave the ad as a fa- 
vor—largely because the town had 
“to support a newspaper, anyway.” 

In those olden days the news- 
paper publisher fixed his rates in 
the same way that railways fixed 
their tariffs, charging all that the 
traffic would stand. The merchant 
paid as little as he could without 
any very definite idea as to 
whether he was getting value re- 
ceived or not. 

Fortunately, the modern mer- 
chant and the modern publisher 
have a very different idea from 
that prevailing a generation ago, 
and sustain very different rela- 
tions toward each other. 

Advertising has become the 
greatest factor in modern sales- 
manship, as well as the greatest 
factor in modern publishing, solely 
because of the new attitude toward 
advertising taken by the business 
world. 

Merchant and publisher alike 
have realized this: 

The publisher’s space is a com- 
modity, with a value as fixed and 
staple as is the value of the goods 
in the merchant’s warehouse. 

The publisher can afford to sell 
his space for a certain price. If 
he takes less, bankruptcy lies 
ahead. 

The merchant can afford to pay 
for space a certain price. If he 
pays more he may not land ex- 
actly in the bankruptcy court, but 


he is inviting the sheriff to keep 
an eye on him, 

What is that price? 

There’s the whole problem of 
space-buying—the money-end of 
advertising in a single phrase. 

Advertisers and publishers alike 
have many different theories about 
what constitutes an equitable rate 
and about how it can be deter- 
mined, but all their theories have 
one common starting’ point, and 
that is: 

Circulation, 

No man is so simple-minded as 
to imagine that every thousand ot 
circulation has a value equal to 
that of every other thousand, or 
an equal vaiue to every advertiser. 
Circulations differ in quality, the 
difference depending upon the peo- 
ple reached, the territory covered, 
the standing of the publications, 
and a dozen other factors, but no 
matter how high-grade a circula- 
tion is, what the advertiser can af- 
ford to pay for it depends upon 
how much there is of it. 

I am afraid that the publication 
which places undue emphasis upon 
the quality of its circulation and 
sings small about the quantity is 
like the men who continually boast 
of their ancestry or the lady who 
protests too much about her honor. 

A nose of extra acuteness is not 
necessary to detect a rodent. 

A wise advertiser looks upon 
the daily newspaper as a means 
of circulating the story of his 
wares among the largest number 
of possible customers. 

Is he asking anything unrea- 
sonable when he demands to know 
just how many persons the news- 
paper goes to, and where they are? 

I think not. 

Circulation is the measure of 
advertising value, and, like all 
weights and measures, should be 
within the law’s keeping. News- 
paper publishers are the salt of 
the earth, of course, but as long 
as the law inspects the merchant’s 
yard stick and the grocer’s scales, 
the publisher has small ground for 
complaint if the same law re- 
quire him to give the advertiser 
full measure—ten hundred papers 
to every thousand. 

Why not? 

ArtHuR CAPPER. 
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The “Best Ad” Contest 


Printers’ Ink offers a cash prize for “ Best Ad” examples 
of national newspaper or magazine advertising which have 
appeared within 3 months. Send in examples, with a short 
letter telling why the ad is the best advertising. 

















NO. 3. 


404 SixtH AVENUE, 
Brooxtyn, N. Y., April 9, 1909. 
Editor of Printers’ InK: 
I enclose an ad from May Cosmopol- 
itan, In my judgment this announce- 





advertising copy in the January 
Fra yesterday and remarked that 
it was by far the best advertising 
copy ever put out by the Gillette 
afety Razor. 

I am inclined to believe with 
Mr. Gillette. We are all well 











INSTEAD OF 
COURT PLASTER 















New-Skin is a healing,| Doctors reco 

antiseptic liquid. It is} hospitals use it. 

easily applied and dries} Its properties are heal- 

instantly. ing and soothing, and it 
lt is the only sanitary way | is absolutely pure and harmless. 

to protect little cuts, scratches, | It is she emergency medicine 

bruises, etc. for all small wounds. 

Nothing else is like it. Also especially effective for 

New. Skin forms an absolute: |hang-nails, chapped hands and 
ly waterproof covering over the | jips, burns and blisters 
wound and allows it to heal 
promptly and properly. 

It is so infinitely superior to| For sale by druggists 
the other style of court plaster |everywhere, 10, 25 and 
and bandage that its use has|cents, or by mail. Stamps 
now become general. taken, 

NEWSKIN COMPANY 
Dep. F. New York 









Be sure to get the genuine, 
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NO. 8. ° 





ment is unusually effective. It brings 
out strongly the name of the article ad- 
vertised. It tells in good English what 
it does and its uses, and it also illus- 
trates with force and clearness its use 
by the whole family. Typographically 
it is attractive and well balanced. 
F. E, Rocrrs. 
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NO. 4. 


New York, April 10, 09. 
Editor of Printers’ INK: 

I enclose a Gillette Safety Razor for 
entry in your Best Ad Contest. My 
opinion as to its goodness is backed up 
by a circular issued by the_Fra—whose 
famous owner, the great Fra Elbertus, 
wrote the ad himself—in which the fol- 
lowing letter from the President of the 
Gillette Sales Co., is reprinted: 


My Dear Mr. on 
Mr. King C. Gillette read your 

















‘week to journey to the bai 
wait an hour or more, for what the boys call a 
“scrape.” @No one denies that a barbershop radiates 
news, or even that it offers club-like inducements to the 
floating population. But the Busy Business Man needs 
cannot afford to waste the hour. Besides he 


. He 
may not be interested in Sporting Topics. 
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pleased with that particular copy. 
Tuomas W. PELHAM, 
President. 


I hope my entry wins the prize. 
Wo. P. Snyper. 
os 


Wm. A. Whitney, advertising man- 
ager of the Phelps Publishing Com- 
pany, sails with his wife for a short 
trip abroad on April 17th. Accompany- 
ing him was Otto H. Houbold, Western 
representative, with his wife. 


Wm. A. Patterson, of the Butterick 
Publishing Company, has joined the 
advertising department of the Curtis 
gaa Company, at the New York 
office. 





The Volksfreund, a German daily in 
Cincinnati, has been absorbed by the 
Volksblatt, now the leading German 
Cincinnati paper. 
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COMMERCIAL ART aq 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 











The only way in which we can 
judge an advertised product we 
have never seen is by the ap- 
pearance of its advertising—we 
have nothing else to go by. But, 
if any woman who has a just re- 
gard for her intimate personal be- 
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J The Lily White Corset Cover 
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Leumann, Boesch & Weingart 
58} Broadway, New York City 
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longings, were to judge the “Lily- 
White Semi-Finished Corset Cov- 
er” by the upper half of this sin- 
gular advertisement, would she 
not think at least twice before 
investing in it? 

This is no reflection upon the 
garment itself—that presents a 
neat and attractive appearance 
when separated from its former 
surroundings, as in_ illustration 
No. 2. Here one gets a chance to 
see what it really looks like— 


which was possibly the advertis- 
er’s original intention 
oa 


Every concern has a_ perfect 
right to be proud of its trade- 
marks, and to show them off on 
every possible occasion, but, if 





FINISHED 


‘EMBROIDERED 


ORSET OVE 


No.2 


you have four or five of them, 
don’t try to show them all in a 
two-inch ad, with sizes and prices 
thrown in. The trade-marks of 
Sidney Blumenthal & Co., shown 
in this little advertisement, may 
be so well known to the trade 
that no facts and descriptions 
concerning the goods are neces- 
sary—and then again they may 
not. Few commodities or con- 
cerns are so well known as that. 
Rogers, Peet & Co. came out the 














=, ae eae a 





other day with a full-page news- 
paper ad, which began with,a 
confession of the fact that they 
had found out there were people 





Ue VALE hws 
SPRING AND SUMMER 1909 
DRESS GOODS 
Black and New Cotors 


SHELA Koray 


Out oh a Wi) 


$1.50 Yard 
46 Inches Wide 


SAclicna 


$1.00 Yard 
af ditches Woe 
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SIDNEY BLUMENTHAL & CO., Inc. 
“The Shelton Looms” 
455 Broome Street, New York 








right here in New York that had 
never heard of them. At any rate, 
one trade-mark is enough for one 


small ad—throw in a little talk . 


about the goods, even if you are 
morally certain that everybody 
knows all about them, 
as ae 

The attempt to crowd an entire 
catalogue into one small adver- 
tisement goes merrily on. Here is 
the effort of the Harrington & 
King Perforating Co. Not at all 
bad—judging from what seem to 
be the standards of this peculiar 
class of advertiser—for surely this 
company has succeeded in getting 








OF HIGHEST EFFICIENCY 
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at least a small clipping of every 
one of its products into the ad. 
If the Harrington & King Co. 
should ever conclude to get out 
another pattern of its goods, what 
an expense it would entail—they 
would have to make a brand-new 
advertisement ! 
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An explanation ought to go with 
this advertisement of the C., M. 
& St. P. Ry. The picture at the 
top seems to have something to 
do with the Alaska-Yukon Expo- 
sition, but it would ‘be hard to 
say what. If the exposition itself 
is responsible for it, adequate 








Low Fares 
to Seattle 


for round-trip between 
$62 Chicago and Seattle 


for the Alaska: Yukon-Pacific 
Exposition via the 


CHICAGO 
MILWAUKEE & ST. PAUL 
RAILWAY 


also for the round-trip 
$69 ! 


between Chicago and 
Tacoma, Portland, Victoria or 
Vancouver. 

Tickets on sale May 20 to 
September 30. Return limit 
October 31. Stop-overs. 

Descriptive. Solder free. 
F. A. MILLER, 
General Pa ger Agent, Chicag 

















apologies are hereby tendered to 
the railroad. 

It seems to be the picture of a 
fair temptress urging a drink upon 
a faintly remonstrating lady, while 
the pale ghost of Remorse pro- 
tests in the background. But that 
may not be what it means. 


—_—__+or———————— 
The Evening Wisconsin Company has 


elected John W. Campsie a director 
and business manager. 
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A Roll of Honor 








having the requisite qualification. 


enter this list. 





Advertisements under this caption are accepted from publishers who 
have sent Printers’ Ink a detailed statement showing the total number of 
perfect copies printed for every issue for one year. 
on file and will be shown to any advertiser. 
is generally regarded as a list of publications which believes the advertiser 
is entitled to know what he is paying for. 

No amount of money can buy a place in this list for a publication not 


Complete information will be sent to any publication which desires to 


Printers’ Inx’s Guarantee Star means that the publishers’ 
statement of circulation in the following pages, used in connec- 
tion with the Star, is guaranteed to be absolutely correct by 

Printers’ Ink Publishing Company, who will pay $100 to the first person 
who successfully controverts its accuracy, 


These statements are 
Printers’ Inx’s Roll of Honor 

















ALABAMA 


Anniston, Evening Star. Quantity and quality 
circuiation; leading want ad. medium. 





Birmingham, Ledger, dy. Average for 1908, 
19,270. Lest advertising medium in Alabama. 


Montgomery, Fournal, dy. Aver. 1907, 9,464, 
The afternoon home newspaper of its city. 


ARIZONA 


Phoenix, Republican. Daily aver. 1908, 6,661. 
Leonard & Lewis, N. Y. Reps., Tribune Bidg. 


CALIFORNIA 


Oakland, Enuguirer. (Consolidation 
Enquirer and Herald.) Average for 
Mar., 1909, 49,788. Largest circulation 
in Oakland guaranteed. 





Sacramento, Union, daily. The quality me- 
dium of interior California. 


COLORADO 


Denver, Post, has a paid cir. greater than that 
of any two other daily newspapers pub. in Den- 
ver or Col. Cir. is daily, 63,069; Sunday, 81,222. 
§#% This absolute correctness of the latest cir- 

culation rating accorded the Den- 
ver Post is guaranteed by the 
publishers of Rowell's American 
Newspaper Directory, who will 
pay one hundred dollars to the 
first person who successfully 
controverts its accuracy. 


CONNECTICUT 
Bridgeport, Morning Telegram, daily 
Weiss for Jan., 1909, sworn, 12,627. 


ou can cover Bridgeport by using 
Telegramonly. Rate 1c. per line flat, 


Meriden, Journal, evening. Actual average 
for 1906, 7,680. Average for 1907, 7,743. 





Meriden, Morning Record and Republican. 
Daily average 1906, 7,672; 1907, 7,769. 


New Haven, Evening Register, daily. Anraal 
sworn average for 1908, 15,864; Sunday, 12,667. 


New Haven, Leader. 1907, 8,727. Only ev'g 
Republican paper. J.McKinney, Sp. Agt. N.Y. 


New Haven, Palladium, dy. Aver.'o6, 9,649; 
1907, 9,670 

New Haven, Union. Average 1908, 16,326; 
E. Katz, Special Agent, N. Y, 


New London, Day, ev'g. Aver. 1906, 6,104 
average for 1907, 6,547; for 1908, 6,739. 


Norwalk, Evening Hour, Average circulation 
exceeds 3,450. Sworn statement furnisted. 


Waterbury, Republican, Average tor 1908, 
Daily, 6,326; Sunday, 6,243, 


DISTRICT OF COLUMBIA 


Washington, Avening Star, daily and Sunday. 
Daily average for 1908, 36,762 (© ©) 


FLORIDA 
Jacksonville, Metropolis. Dy. av. Mar.,1909, 
12,915. E. Katz, Special Agent, N. Y 


Jacksonville, 7imes- Union dy. av. Mar. 11,814; 
S. 19,909. Benjamin Kentnor Co.,N.Y.Chi Sp A. 


GEORGIA 
La Fayette, Messenger, Weekly. Average 
circulation, 1908, 2,641, 


ILLINOIS 
Aurora, Daily Beacon. Goes into homes. 
June, '08, 7,964, July, 8,895; August, 9,469. 


Belvidere, Daily Republican entitled to Roll 
of Honor distinction. Need more be said? 
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Champaign, News. Guaranteed larger circu- 
Jauon than all other papers published in the 
twincities (Champaign and Urbana) combined. 


Chicago, Breeder's iiitie, wietite. $2. 
age for 19-8, 74,242. 

Chicago, Dental pny monthly. 
average for 1907, 4,018; for 118; for 1908, 4,097. 


tee te te Hk 


Chicago Examiner, average 
1907, Sunday 628,612, Daily 
165,342, net paid. The Daily 
Examiner guarantees advertis 
ers a larger city cir. than ail 
the other Chicago morning 
newspapers COMBINED. 

The Sunday Examiner 
SELLS more newspapers 
every Sunday than all the 
other Chic ago Sunday news- 
paper PRIN‘ 

The Examiner's adv ertising 

rate per thousand circulation 
is less than any morning news- 
paper West of New York. 
Se The absolute correctness 
of the latest circulation rat- 
ing accorded the Chicago 
Examiner is guaranteed by 
the publishers of Rowell’'s 
American Newspaper Direc- 
tory, who will pay one hundred 
dollars to the first person who 
will successfully controvert its 
accuracy. 


Fix ares ae 
Gbbipbppbt | 


Chicago, Yournal Amer. Med. Ass'n., weekly. 
Ay. tor’07, 52,217; Jan., 'ev., March, 08, 63,087. 


Chicago, Record-Herald. Average 1907, daily 
151,564; Sunday 216,464. It is not disputed 
that the Chicago Record-Herald has the largest 
net paid circulation of any two-cent newspaper 
in the world, morning or evening. 

{@™ The absolute correctness of the latest cir- 
culation rating accorded the 
Record-Herald is guaranteed by 
the publishers of Rowetl’s Ameri- 
ican Newspaper Directory, who 
will pay one hundred dollars to 
the first person who will success- 
fully controvert its accuracy 


Galesburg, Kepublican-Negister, Eve. Jan, av. 
6,109. Double circulation other Galesburg daily. 


Joliet, Herald, evening and Sunday morning. 
Average for year ending April 30, 1907, 7,371. 


Libertyville, Business Philosopher, mo.; mer- 
cantile. Av. 1907, 16,322. A. F. Sheldon, Ed. 


Peoria, Lvening Star. Circulation for 1907, 
21,659. 


INDIANA 


Evansville, Yournal-News. Av. 1907 ” 183. 
Sundays over 18,000. E. Katz,5.A., 


Notre Dame, 7he Ave Maria, Catholic weekly 
Actual net average tor 1907, 26,112. 


Princeton, Clarion-News, daily and weekly. 
Daily average 1907, 1,677; weekly, 2,641. 


South Bend, 7ribune. Sworn average year 
sending Dec, 31, '08, 9,329. Best in No, Indiana. 





IOWA 

Burlington, Hawk-Eye, daily. Average 1908, 
9,139. ‘‘All paid in advance,’ 

Davenport, 7imes. Daily aver. Mar., 17,046. 
Circulation in City or total guarantced greater 
than any other paper or no pay for space. 

Des Moines, Capital, daily. Lafayette Young, 
Publisher. Circulation for 1907, 41,682. Rate 
7° cents perinch, flat. If you are after business 
in Iowa, the Capstad will get it for you. First 
in everything. 

Dubuque, 7imes- Journal, morning and eve. 
Daily average, 1907, 11,349; Sunday, 13,655. 

Washington, Eve. Journal Only daily in 
county. 1,900 subscribers. All good people 


KANSAS 
Hutchinson, News. Daily 1907, 4,670; first 5 
mos. 1908, 4,757. E. Katz, Special Agent, N.Y. 


KENTUCKY 

Harrodsburg Democrat. Best county paper, 
best circulation; largest county paper, largest cir. 

Lexington, Herald. VD. av.,1908, 7,184. Sunday 
8,255. Week day, 7,006. Com. rates with Gazette. 

Lexington, Leader, Av. '07, evening 6,390, Sun. 
7,102; tor 'c8, eve’g, , 5,445. Sun. 6.878. E. Kat?, 

Louisville, 7he Times, evening daily, average 
for 1908 net paid 43,940. 

MAINE 

Augusta Comfort, monthly. W.H. Gannett, 
publisher. Actual average for 1907, 1,294,438. 

Augusta, Kennebec Yournal, daily Average 
1908, 8,826. Largest and best cir. in Cent. Me, 

Bangor, Commercial. Average for 190%, daily 
10,070; weekly, 28,727. 

Phillips, Maine Woods, weekly. J.W. Brackett 

So, Average for 1908, 7,977. 

Portland, Evening Express. Average for 1908, 
daily 14,461. Sunday 7elegram, 10,001. 

MARYLAND 

Baltimore, American. Daily average for 1908, 
74,702; Sunday, 92,879. No return privilege. 

Baltimore, ews, daily. News Publishing 
Company. Average 1908, 84,395 lor March, 


1909, 87,160 
The absolute correctness of the 
GUAR latest circulation rating accorded 
rae the News is guaranteed by the 
TEED publishers of ‘Rowell’s American 


Newspaper Directory, who will 

pay one hundred dollars to the 
first person who successfully controverts its 
accuracy. 


MASSACHUSETTS 
Boston, Evening Transcript (OO). Boston's 
tea table paper. Largest amount of week day ad. 


KHK KKK 


Boston, Globe. Average 1908,daily. 176, apd 
Sunday, 319,790. Largest circulation daily of 
any two-cent paper in the United States. Lar- 
gest circulation of any Sunday newspaper in 
New Engiand. Advertisements go in morning 
and afternoon edition for one price. During 1908 
The Boston Globe printed a total of 22,450 col- 
ums, or 6,869,700 tines of adveitising. ‘lhis was 

7,445 More columns, or 2,443,225 more lines than 
appeared in any other Boston newspaper. 


Wr We We We ve 


Boston, 7raveler, daily. Est. 1825. The 
aggressive evening paper of Boston, Sworn 
detail circulation statement recently sent 
tu advertisers shows circulation of over 
87,000, of which go per cent. is in Metro- 
politan Koston, 
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THE Boston Post, Sunday av., 
1908, 238,846, gain of 12,083 
over 1907. Daily average 1908, 
266,534, gain of 11,554 over 1907. 


Only three Sunday newspapers 
in the country—outside of New 
York City—exceed the circula- 
tion of The Boston Sunday Post. 

Only one morning newspaper 
—and that in New York—ex- 
ceeds the circulation of the 
Boston Daily Post. Not over 
two evening newspapers in the 
country outside at tow York— 
and only two there—exceed its 
circulation. 

In daily display advertising 
The Boston Post leads its chief 
competitors, the Globe and 
Heri In Sunday display ad- 
vertising The Boston Sunday 
Post is second only to the Boston 


Sunday Globe. In agency ad- 
vertising it leads all Boston 
papers, daily and Sunday. Rate 
25c. per agate line 


Human Life, The Magazine About People. 
Guarantees and proves over 200,000copiesm'thly 





Clinton, Daily Item, “net average circulation 
for 19¢7, 3,012. 


Pall River, Evening News, guarantees to ad- 
vertisers largest circulation in Fall River. 
Average, 1908, 7,639. or so years Fall River's 
llome Paper. Recent test made by one of the 
local department stores on three different 
occasions resulted in more than twice as 
many sales through the News as through the 
other papers combined. The Quality of the 
News’ circulation counts. _ 

Pall River, Globe. The clean home paper. Rest 
paper. Largestcir. Actual daily av. 1908, 7,473. 


Lawrence, Telegram, evening, 1908 av. 8,949. 
Best paper and largest circulation in its field. 


Lynn, Evening Jtem. Daiiy sworn av. year 
1907, 16,622; 1908, average, 16,396. The Lynn 
family paper. Circulation unapproached in 
quantity and quality by any Lynn paper. 


Salem, Evening News. Actual daily average 
for 1907, 18,261. 


Worcester, Gazette, eve. Av. 1907, 14,682 dy. 
Largest eve. circ’n. Worcester's‘* Home" paper. 


Worcester, L'Opinion Publique, daily (OO). 
Paid average for 1907, 4,586. 


Worcester Magazine, reaches the manufac- 
turers and business men of the country and all 
Board uf Trades. Average 1907, 3,000. 


MICHIGAN 


Detroit, Michigan Farmer. Read by all 
Michigan farmers. _Ask any advertiser. 80,000, 


Jackson Patriot, Average Mar., 1909, daily 
10,471, Sunday 11,409. Greatest net circulation 


Saginaw, Courier-Herald, daily. Only Sunday 
paper; aver. for 1908, 14,330. Exam. by A.A.A. 


Saginaw, Evening News, daily. Average for 
1908, 19,886; March, 1909, 20,411. 


MINNESOTA 


Duluth, Evening Herald. Daily average 1907 
23,093. Largest by thousands. 

Minneapolis. Farm, Stock and Home, semi- 
monthly. Actual average 1905, 87,187; average 
for 1906, 100,266; for 1997, 108,683. 

The absolute accuracy of Farm, 

7  =- Stock & Home's circulating rating 

is guaranteed by the American 

Newspaper Directory. Circulation 

is practically confined to the far- 

mers of Minnesota, the Dakotas, 

Western Wisconsin and Northern 

lowa. Use it to reach sections 
most profitably. 








Minneapolis, Farmers’ Tribune, twice-a-week 
W. J. Murphy, publisher, Aver. for 1908, 28,281, 


Minneapolis, Yournal, Daily 
and Sunday (@@). In 1908 «-[o9] 
erage daily circulation evening 
only, 75,639. In 1908 average 
Sunday circulation, 72,4z9, 
Daily average circulation for 
March, 1909, evenirg only, 
73,766. Average Sunday circu- 
lation for March, 1909, 72,980, 
QUJan. 1, 1908, subscription rates 
were raised from $4.80 to $6.00 
per year cash in advance.) The 
Journal's circulation is absolute- 
ly guaranteed by the American 
Newspaper Directory. It is 


guaranteed to go into more 
homes than any other paper 

in its field. 
_ Minneapolis, Svenska Amerikanska Posten, 
Swan J. Turnblad, publisher, 1907, 64,262, 





CIRCULATI'N Minneapolis, Tribune, W, J. 
Murphy, publisher. Established 
1867. Oldest Minneapolis daily. 
The Sunday Tribune average per 
issue for the year ending Decem- 
ber, 1908, was 68,300. The daily 
by Am. News- Tribune average per issue for 
paper Direc- the year ending December, 1908, 
tory. was 90,117. 





_8t. Paul, Pioneer Press. Net averags c'rcu‘a- 
tion for 1907. Daily, 36,716; Sunday, 46,466. 
The absolute accurac” of the 

+ Press circulation state- 

ments is guaranteed by the 

American Newspaper Directory. 

Ninety per cent. of the money due 

for subscriptions is collected, 

showing that subscribers take the 

paper because they want it. All matters per- 
taining to circulation are open to investigation. 


MISSISSIPPI 


Biloxi, Herald, evening. Average circulation 
for 1907, 1,062. Largest on Mississippi Coast. 


MISSOURI 
Joplin, Globe, daily. Average, 1907, 11,080. 
E. Katz, Special Agent, N. Y. 
Kansas City, Post. Only Democratic paper 
between St. Louis and Denver. Circulation, 
daily and Sunday, 66,000, 


St. Joseph, New-Press. Circulation, 1908, 
38,320. Smith & Budd, Eastern Reps. 


8t. Louis, National Druggist(@@),Mo. Henry 
R. Strong, Editor and Publisher. Average for 
1907, 10,670. Eastern office, 508 Tribune Bldg. 


St. Louis, National Farmer and Stock Grower, 
Mo. Actual average for 1907, 104,666. 


NEBRASKA 
Lincoln, Deutsch-Amerikan Farmer weekly. 
143,245 for year ending Oct. 30, 1907, 


Lincoln, Freie Press, weekly. Average year 
ending Sept, 25, 1907, 142,989. 


NEW HAMPSHIRE 
Nashua, 7elegraph. The only daily in city 
Average for 1907, 4,271. 
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NEW JERSEY 


amden, Daily Courier. Actual average for 
so ending December 31, 1907, 9,001. 





ey City, Evening Fournal, Average for 
108, 0078. Last three months 1908, 25,021. 





Newark, Evening News. Largest circulation 
of any newspaper in New Jersey. 





Trenton, Evening Times. Av. 1906, 18,287. 
Av. 1907, 20,270; last quarter yr. '07, av. 20,409. 


NEW YORE 
Albany, Zvening Fournal. Daily average for 
8, 16,930. It's the leading paper. 


Brooklyn, N. ¥. Printers’ Ink says 
vv The Standard Union now has the 





largest circulation in Brooklyn. Daily 
average for year 1908, 62,286. 





Buffalo, Courier, morn. Av. 1907, Sunday, 
#47, daily, 61,604; Enquirer, evening, 34,570. 





Buffalo, Evening News. Waily average 
196, 94,473; 1907, 94,848; 1908, 94,033. 


Glo’ ille and Johnstown, N. Y. 7he Morn- 
ing Herald. Daily average fur 1908, 6,132. 





Mount Vernon, Argus, eve. Daily av. cir. year 
ending Mar. 31, 1909, 4,768. Only daily here. 


Newburgh, Daily News, evening. Av- 
Wis circulation entire year, 1908, 





6,229. Circulates throughout Hudson 
Valley, Examin'd and certified byA.A.A. 


NEW YORK CITY 


Army and Navy Journal. Est. 1863. Weekly 
average, 3 mos. to March 31, 1909, 10,5659. 





Baker's Review, monthly. W.R. Gregory Co., 
publishers. Actual average for 1908, 6,700. 





Bensiger's Magazine, Circulation for 1907, 
4,416; soc. per agate line. 


Clipper, weekly (Theatrical). Frank Queen 
Pub. Co., Ltd. Average for 1907, 26,641 (©). 


Leslie's Weekly, 225 Fifth Ave., W. L. Miller, 
Adv. Mgr. 160,000 guaranteed. 


The People’s Home Fournal. 664,416, mo. 
Good Literature, 468,666 mo., average circula- 
tions for 1907—all to paid-in-advance subscribers. 
F. M. Lupton, pub., Inc. Briggs & Moore, 
Westn. Reprs., 1438 Marquette Bidg., Chicago. 


The Tea and Coffee Traae Fournal, Average 
circulation for year ending Dec., 1908, 10,250 
Dec., 1908 issue, 10,000, 


The World, Actual aver. for 1907, Mor., 345,- 
4%. Evening, 405,172. Sunday, 483,336. 


Poughkeepsie, Star, evening. Daily average 
for nrst six months 1908, 4,455; June, 4,691. 


Rochester, Daily Abendpost. Largest German 
circulation in state outside of New York City. 


Schenectady, Gazette, daily. A. N. Liecty. 
Actual Average 1906, 16,309; for 1907, 17,162. 


Syracuse, Evening Herald, daily. Herald Co., 
Pub. Aver. 1908, daily 34,067; Sunday, 40,951. 





Troy, Record. Average circulation 
1908, 20,402. Only paper in city which 
has permitted A. A. A. examination, and 
made public the report. 


Utica, National Electrical Contractor, mc 
Average for 1907, 2,642. 


Utica, Press, daily. Otto A. Meyer, publishei. 
Average for year ending Jan 1, 1909, 16,274. 


OHIO 


Akron, 7imes, daily. Actual average for 
year 1906, 8,977; 1907, 9,551. 

Ashtabula, Amerikan Sanomat Finnish. 
Actual average for 1907, 11,120. 


Cleveland, Ohio Farmer. Leads all farm 
papers in paying advertisers. 100,000, 


Cleveland, Plain Dealer. Est. 1841. Act. daily 
and Sunday average 1907, 74,911; Sunday, 88, 
373, Feb., 1909, 78,833 daily; Sunday, 99,871. 


Columbus, Midland Druggist. The premier 
pharmaceutical magazine. Best medium for 
reaching druggists of the Central States. 

Dayton, Journal. 1907, actual average, 
21,217. 


Springfield, Farm and Fireside, over % cen- 
tury leading Nat. agricult’l paper. ’07, 447,345. 


Springfield, Poultry Success, monthly av., 1907, 
33,250. 2d largest published. Pays advertisers. 


Youngst , Vindicator. D’y av.,'08, 15,000; 
Sy., 10,400; LaCoste & Maxwell,N. ¥.&Chicago. 





OKLAHOMA 


Muskogee, 7imes-Democrat. Average 1906, 
6,514; for 1907, 6,659. E. Katz, Agent, N.Y. 


Oklahoma City, 7he Oklahoman. 10908 aver., 
26,965, Mar., 'o9, 80,232. E. Katz, Agent, N. Y. 


OREGON 


Portland, Journal, has larger circula- 
tion ir Portland and in Oregon than an 
other daily paper. Portland Yournal, 
daily average 1908, 30,207; Feb., for 

1909, 31,780. BKerjamin & Kentnor Company, 
Representatives, New York and Chicago. 





Portland, The Oregonian,(@@) For 
over fifty years the great newspaper of 
the Pacific Northwest~more circula- 

S tion, more foreign, more local and more 
classified advertising than any other Oregon 
newspaper. Mar. NET PAID circulation, daily, 
37,913, Sunday average, 47,862. 


PENNSYLVANIA 


Chester, Times, ev’g d'y. Average 1908, 7,888. 
N. Y. office, 225 5th Ave. F. R. Northrop, Mgrs 


Erie, 7imes, daily. Aver. for 1908, 18,487; 
Mar., 1909, 19,062. E. Katz, Special Agt., N.Y. 


Harrisburg, Velegrafh. Sworn aver- 
age February, 1909, 16028. Largest 
paid circulat.on in Harrisburg or no pay. 
Shannon, N. Y.; Allen & Ward, Chicago. 


Johnstown, 7ribune. Average for March, 
1909, 12,2256. Only evening paper in Johns- 
town, 
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Pliladelphia, The Auiletin, net paid aver- 
age fur March, 1909, 258,269 copies aday. “The 
Bulletin goes daily (except Sunday) into nearly 
every Philadelphia home."’ 

Philadelphia, 7he Camera, is the only best 
photographic monthly. It brings resul's 
Average tor 1908, 6,825. 

Philadelphia, Cen/fectioners’ Journal, mo. 
Average 1900, 5,514: 1907, 5,614 (OO). 


There is no stronger, ably managed or more con- 
servative savings institution in the United States 
than the Western Savings Fund of Philadelphia 
The officers were immensely surprised when an 
advertisement they had sent the Farm Journal 
was politely declined. They felt better when it 
was explained thit this the greatest farm paper 
in America carried no financial advertising of any 
kind. This is to save the publishers the responsi- 

bility of sorting out the good from the bad—a re 
sponsibility which is somewhat heavy when it is 
known thit Farm Yournal guarantees the relia 
bility cf every adveitisement in its columns 


oe * 


Philadelphia. The Press (OO) is 


Philadelphia's Great Home News 





paper. Besides the Guarantee 
GUAR Star, it has the Gold Marks and is 
TEED onthe Roll of Honor—the three 


most desirable distinctions for 
any newspaper. Sworn average 
circulation of the daily Press for 1908, 95,349; 
the Sunday Press, 133,984. 


West Chester. Local News, 
daily, W. H. Hodgson. Aver. for 


1907, 15,687. In its 35th year. 
ovhA Independent. Has Chester Co., 
TEED and vicinity for its field. Devoted 


to home news, hence is a home 
paper. Chester County is second 
in the State in agricultural wealth. 


York, Dispatch and Daily. Average for 1908. 
1. 


18,47 


RHODE ISLAND 


Pawtucket, Evening 7imes. 
tion, 1908, 18,185—sworn. 


Average circula- 


Providence, Daily Journal. Average 
for 1908, 20,210 (O@ Sunday, 25,861 
(OO). Lvening Bulletin, 45,373 aver- 
uge 1908. 


Westerly, Daily Sun, George H. Utter, pub- 
lisher, Largest cir. south of Providence, 


SOUTH CAROLINA 


Charleston, Evening Post. Actual daily aver 
age 6 mos., 1908, 4,686; June, 6,184 


Columbia, State. Actual aver 
GUAR 


TEEO 


age for1go8, daily (©@) 13,416 
Sunday, (@@) 14,130. 


Spartanburg, //erald 
circulation tor 1908, 2,992 


Actual daily averaye 








INK. 


TENNESSEE 


Knoxville, Journal ahd Tridyne, 
Week day av. year ending Dec, 31, 1908, 
15,885. Week-day av. November and 
December, 1908, 16,909. 


Memphis, Commercial Appeal, daily, Sunday, 
1908, average : Daily, 43,786; Sunda 68,793, 
Smith & Budd, Representatives, New ork and 
Chicago. 


Nashville, Banner, daily. Average for year 
1906, 31,455; for 1907, 36,206; for 1908, 36,554, 


TEXAS 


El Paso, Herald, Jan. av. 9,008. More than 
both other El Paso dailies. Verified by AAA, 


VERMONT 
Barre, 7imes, daily. F. E. rw Average 
for 19.8, 4,776. Ex: amined by A. 


Bennington, Banner, av. 1907, 2,019. Permis- 
sion examinaticn of circulation given A, A, A, 


Burlington, Free Press. Daily average for 
1905, 8,603. Largest city and State circulation, 
i.xamined by Association of Amer. Advertisers, 


Montpelier, Argus, dy., av. 1908, 3,327 Pisad 
Montpelier paper examined by the A. A A, 


Rutland, Herald. Average, set, RAE Only 
Kuthand paper examined vy A. A.A 


St. Albans, Messenger, daily. 


Average for 
1908, 3,182. Examined by A. A. A, 


VIRGINIA 


Danville, The Bee. Av. 1908, 3,066; Mar., 1909, 
3,866. Largest circulation, Only evening paper. 


WASHINGTON 
Seattle, 7he Seattle Times (O@) 
is the metropolitan daily of Seatte 
and the Pacific Northwest, It 
GUAR combines with its Feb. 'o9, cir. of 
, N 59,436 daily, 83,762 Sunday, rare 
EED quality. It is a gold mark paper 
of the first degree. Quality and 
quantity circulation means great productive value 
to the advertiser. In 19¢6-’07-'08 Times beat its 
nearest competitor 6,997,466 lines. 


Seattle, Post-/ntelligencer (@®). 

Av. for Feb., 1908, pagar 5 

39,646; Daily, 32,083; Weekday, 

GUAA 30,874. Only sworn circulation 

TEEO in Seattle. Largest genuine and 

cash paid circulation in Washing- 

ton; highest quality, best service, 
greatest results aiways. 

Tacoma, Ledger. Average 19c8, daily, 18,732. 

Sunday, 26,729. 





Tacoma, Vews. Average 1907, 16,526; Satur- 


day, 17,610 


WEST VIRGINIA 
Fairmont, West Virginian. Copies printed, 
1907, 2,800, Largest circulation in Fairmont. 
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WISCONEIN 


Janesville, Gazette. Daily average, March, 
1909, daily, #,808; semi-weekly, 1,798 


Madison, State Yournal, daily. Actual aver- 
age tor 1907, 5,086. 


Milwaukee, Evening Wisconsin, daily. Aver- 
age 1907, 28,082 (OO). Carries largest amount 
of advertising ot any paper in Milwaukee. 


Milwaukee, 7h: Journal, ev>., 

ind daily. Daily average for 

GUA 1908, 65,827; for Mar., goa, 
AN 6',5€3; daily gain over Mar. 1908, 

TEEO 6,848. Over 50% of Milwaukee 


homes. Flat rate 7 cents per line. 


Oshkosh, Northwestern, daily. Average for 


1908, 8,898. Examined by A. A. A, 


Racine, Yournal, daily. Average for 1908, 


4,360; December, 1908, 4,613. 


T* WISCONSIN 
) Agricorrorist 


Racine, Wis., Established, 1877. 
Actual weekly average for vear 
ended Dec. 30, 10907, 56,317 
Larger circulation in Wisconsin 
than any other paper. Adv. 
$3.50 an inch. N. Y. Office. 
W. C. Richardson, Mgr. 












INK. Bs 
WYOMING 


Cheyenne, 7ribune. Actual net average six 
months, 1908, daily. 4,877; semi-weekly, 4,420. 


BRITISH COLUMBIA 
Vancouver, Province, daily. Av. for 1908, 
15,922; Mar., 1908, 14,932; Mar. 1909, 17,825; H. 
DeClerque, U.S. Kepr., Chicago and New York, 


MANITOBA, CAN. 
Winnipeg, Free Press, daily and weekly. Av- 
erage for 1908, daily, 37,095; daily Mar.. 1900, 
39,901; weekly 1908, 27,425; Mar. 1909, 29,341. 


Canada's Ger- 


Winnipeg, Der Nordwesten. 
Rates 56c. in. 


man newsp'r. Av. 1908, 17,646. 


Winnipeg, Telegram, Daily average for 
Feb, ’09, 26,525. Weekly aver., 29,600. Flat rate. 


QUEBEC, CAN. 
Montreal, La /resse. Actual average, 1907, 
daily 103,828, weekly 50,197. 


Montreal, The Daily Star and 
The Kamily Herald and Weekly 
Star have nearly 200,000 subscrib- 
ers, representing 1,000,000 read- 
ers—one-tifth Cagada’s popula- 
tion, Av. cir. of the Daily Star 
for 1907, 62,837 copies daily; the 
Weekly Star, 129,336 copies each issue, 
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The Want-Ad Mediums 








requisite grade and class. 


This list is intended to contain the names of those publications most 
highly valued by advertisers as Classified Mediums. | 1 A 
vant business is a popular vote for the newspaper in which it appears. 
Advertisements under this heading are desired only from papers of the 


A large volume of 














COLORADO 


WANT advertisers get best results in Colo- 
rado Springs Evening Telegraph. 1c. a word. 





HE Denver Post prints more paid Want 
Advertisements than all the newspapers in 
Colorado combined. 


DISTRICT OF COLUMBIA 
HE Evening and Sunday Star, Washington. 
D. C. (@@), carries double the number of 
Want Ads o! any other paper. Rate lc. a word. 


ILLINOIS 


THE Chicago Examiner with its 650,000 Sun- 
day circulation. and 176,000 daily circulation 
brings classified advertisers quick and direct 
results. Rates lowest per thousand in the West. 


THE Daily News is Chicago’s Want Ad 


Directory. 





INDIANA 


THE INDIANAPOLIS STAR 


Publishes more classified advertising 
than any other paper in Indiana. 
During the the vear of 1908 The Star 
carried 309.48 columns more paid 
WwW T advertising than its nearest 
competitor. 
Rate, One Cent Per Word. 


The only Sunday Paper in Indianapolis. 














MAINE 


HE Evening Express carries more Want Ads 
than all other Portiand dailies combined. 


MARYLAND 
HE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad Medium of Baltimore. 
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MASSACHUSETTS 
TH Boston Avening Transcript is the Great 
Resort Guide for New Englanders. They ex- 
pect to find all good places listed in its adver- 
tising columns. 


trick tk 


TH Boston Globe, daily and Sunday, for the 

‘kaon 1908, printed a total of 417,908 paid 
Want Ads. This was 233,144, or more than 
twice the number printed by any other Boston 
newspaper. 


We te Wr We Wr We 


MINNESOTA 


THE Minneapolis Journal, 
daily and Sunday, carries 
more paid Classified Adver- 


tising than any other Minne- 
apolis newspaper. No free or 
Cut-rate advertisements and ab- 
solutely no questionable adver- 
tising accepted at any price. 
Classified wants printed in 
March,1909, amounted to 215,796 
lines; individual ads 28,459. 


Eight cents per agate line it 
charged. Cash order one cent 
© | 2 word. 


HE Minneapolis Tribune is the recognized 
Want Ad Medium of Minneapolis. 


CIRCULATI'N TH Minneapolis Tribune is 

the oldest Minneapolis daily 

and has over 90,000 subscribers 

It publishes over 140 columns of 

Want advertisements every week 

at full price (average of two 

pages a day); no free ads, price 

covers both morning and evening 

by Am. News- issues. Rate, 10 cents per line. 
paper Di'tory Daily or Sunday. 


HE St. Paul Dispatch, Ge: Paul, Minn., covers 
its held. Average for 1907, 68,671. 





MISSOURI 
HE Joplin Globe carries more Want Ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One cent a 
word. Minimum, l5c 





MONTANA 
HE Anaconda Standard, Montana's best 
newspaper. Want Ads, lc. per word, Cir. 
culation for 1908, 10,629 daily; ; 14,205 Sunday, 


NEW JERSEY 
THE Jersey City Evening Journal leads all 
other Hudson County newspapers in the 
number of Classihed Ads carried. It exceeds be- 
cause advertisers get prompt results, 


THE Newark, N. J. Freie Zeitung (daily and 
Sunday) reaches bulk of city’s 100,000 Ger. 
mans. One cent per word; 8 cents per month, 


NEW YORK 
THE Albany Evening Journal, Eastern N.Y,'s 
best paper for Wants and Classified Ads, 


HE Buffalo Evening News is read in over go% 

of the homes of Buffalo and its suburbs, and 
has no dissatisfied advertisers. Write for rates 
and sworn circulation statement. 


HE Argus, Mount Vernon’s only daily. Great- 
est Want Ad Medium in Westchester County, 


RINTERS' INK, published weekly. The re- 

cognized and leading Want Ad Medium for 
want ad mediums, mail order articles, advertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices, adwriting, half- 
tone making, and practically anything which 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements, 20 cents 
a line per issue flat, six words to a line. 


OHIO 
HE Youngstown Vindicator—Leading Want 
Medium. lc. per word. Largest circu.ation, 


OKLAHOMA 
HE Oklahoman, Okia. City, 30,130. Publishes 
more Wants than any 7 Okla. competitors. 


PENNSYLVANIA 
HE Chester, Pa., 7tmes carries from twoto 
five times more Classified Ads than any other 
paper. Greatest circulation. 


UTAH . 
HE ‘alt Lake 7ribune—Get result s—Want 
Ad Medium for Utah, Idaho and Nevada. 


ANADA 
HE La Presse, p eworare Largest daily cir- 
culation in Canada without exception. (Daily 
103,828—sworn to.) Carries more Want Ads 
than any newspaper in Montreal. 








©O) Gold Mark Papers (oto) 











Advertisers value the Gold Mark publications more for the class and 
quality of their circulation than for the mere number of copies printed. 

Out of a total of over 22,000 publications in America, 122 are dis- 
tinguished from all the others by the so-called gold marks (@®@). 











ALABAMA 


The Mobile Register (@@). Established 1821. 
Richest section in the prosperous South, 


DISTRICT OF COLUMBIA 
Everybody in Washington SUBSCRIBES to 
the Evening and Sunday Star. Average, 1908, 
36,762 (@@). 
GEORGIA 
Atlanta Constitution (@@). Now, as always, 
the Quality Medium of Georgia. 








Savannah Morning News, Savannah,Ga. The 
Daity Newspaper for Southern Georgia. Cc. H. 
Eddy, New York and Chicago Representative. 


ILLINOIS 
Bakers’ Helper (@@), Chicago. Only “Gold 
Mark "’ journal for bakers. Oldest, best known. 
Grain Dealers Fournal (@@), Chicago, the 
grain trade’s accepted medium for “‘Want"’ ads. 
The Inland Printer, Chtonge 6a ). Actual 
average circulation for 1906, 
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KENTUCKY 


Louisville Courier-Journal (@@®). Best paper 
in city; read by best people. 


MAINE 
iston Evening Fournal, daily, average for 
it, 1,18; weekly, 17,545 (@@) ; 7.44% increase 
daily over last year. 


MASSACHUSETTS 
Boston, American Wool and Cotton Reporter. 
Recognized organ of the cotton and woolen 
industries of America (OO). 


Boston Commercial Bulletin (@@). Reaches 
buyers of machinery for wool and cotton manu- 
facturers. Est. 1859. Curtis Guild & Co., Pub. 





Boston Evening Transcript (@@), established 
1830. The only gold mark daily in Boston. 

Springfield Republican (©@). Only Gold 
Mark daily in western Massachusetts. 

Worcester why mene Publique ( ), is the 
only Gold Mark French daily in the U.S. 





MINNESOTA 
The Minneapolis Fournal (O@). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local adver- 
tising, more classified advertising and more total 
advertising than any paper in the Northwest. 


THE NORTHWESTERN MILLER 


(@©) Minneapolis, Minn. per year. Covers 
milling and flour trade all over the world. The 
only “Gold Mark”’’ milling journal (@@). 


Pioneer Press (@@®). St. Paul. Most reliable 
paper in the Northwest 


NEW YORK 


Army and Navy Fournal, (@@). First in its 
class in circulation, influence and prestige. 


Brooklyn Eagle (Q@@) is THE advertising 
medium of Brooklyn. 


Century Magazine (@@). There are a few 
people in every community who know more 
than all the others. These people read the 
Century Magazine. 





Dry Goods Economist (@@®), the recognized 
authority of the Dry Goods and Department 
Store trade. 


Electric Railway Journal (@@). A consoli- 
dation of “Street Railway Journal’’ and 
“Electric Railway Review.”’ Covers thoroughly 
the electric railway interests of the world. 
McGRAW PUBLISHING COMPANY. 





Engineering News (@@). The leading engi- 
neering paper of the world; established 1874. 
Reaches the man who buysor has the authority 
to specify. Over 16,000 weekly. 


The Engineering Record (@@). The most 
progressive civil engineering journal in the 
world. Circulation averages over 14,000 per 
week. MCGRAW PUBLISHING COMPANY. 





The Evening Post (@@). Established 1801. 
Theonly Gold Mark evening paper in New York. 
“The advertiser who will use but one evening 
paper in New York City will, nine times out of 
ten, act wisely in selecting The Evening Post.”’ 
—Printers’ Ink, 





New York Herald (@@). Whoever mentions 
America’s a newspapers mentions the 
New York Herald first. 





LIFE without a competitor. Humorous, 
clever, artistic, satirical, dainty, literary. The 
only one of its kind—that’s LIFE. 


Scientific American (@@) has the largest cir- 
culation of any technical paper in the world. 


The New York Times has a greater city sale 
than any other New York morning newspaper 
except one. 


New York 7ribune (@@), daily and Sunday. 
Established 1841. A conservative, clean and 
up-to-date newspaper, that goes to the homes 
of the great middle class. 


Vogue (@@) carried more advertising in 1905, 
1906, 1907, than any other magazine of gen. cir. 


The Oregonian, (QO), established 1851. The 
great newspaper of the Pacific Northwest. 


PENNSYLVANIA 


The Press ( ) is Philadelphia’s Great Home 
Newspaper. It is on the Roll of Honor and has 
the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper. Sworn circulation of The Daily Press, 
for 1908, 95,349; ‘The Sunday Press, 133,984. 


THE PITTSBURG 
@) DISPATCH © 


The newspaper that judicious advertisers 
always select first to cover the rich, pro- 
ductive Pittsburg field. Best two cent 
morning paper, assuring a prestige most 
profitable to advertisers. Largest home 
delivered circulation in Greater Pittsburg. 














RHODE ISLAND 


Providence Yournal (@@), a conservative 
enterprising newspaper without a single rival. 


SOUTH CAROLINA 


The State (@©@), Columbia, S. C. Highest 
quality, largest circulation in South Carolina. 


VIRGINIA 


Norfolk Landmark (@@). Oldest and most 
influential paper in tidewater. 


WASHINGTON 


The Post Intelligencer (@@). Seattle's most 
Progressive paper. Oldest in State; clean, 
reliable, influential. Ali home circulation. 


The Seattle Times (@@) leads all other Seattle 
and Pacific Northwest papers in influence, cir- 
culation, prestige. 


WISCONSIN 


The Milwaukee Evening Wisconsin (@@), the 
only gold mark daily in Wisconsin. 


CANADA 


The Halifax Herald (@@) and the Evening 
Mail. Circulation 15,558, flat rate. 





The Globe, Toronto (@@), is read daily in over 
51,000 of the best result-producing homes. 
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Classified Advertisements 





less than one dollar. 








Classified advertisements in ‘Printers’ Ink” cost twenty cents an agate 
line for each insertion, $10.40 a line per year. Five per cent discount may 
be deducted if payment accompanies copy and order for insertion and ten 
per cent on yearly contract paid wholly in advance. No order accepted for 











ADVERTISING AGENCIES 





COIN CARRIERS 





ARLOW ADVERTISING AGENCY, 
Omaha, Neb. Newspapers and Magazines. 
LBERKT FRANK & CO., 25 Broad St., N.Y 
General Advertising Agents. Established 
1872. Chicago, Boston, Philadelphia. Advertis- 
ing of all kinds piaced in every part of the worid 








REDERICK C. SMITH, “The Ad Man,” 

45 W 34th St., N. ¥Y. Campaigns planned; 
Newspaper and Magazine Advertising placed 
anywhere. 





ANUFACTURERS’ Advertising Bureau, 
237 Broadway (opp. P. O.), New York. Ads 
inthe Trade Journals our specialty. Benj. R. 
Western, Proprietor. Established 1877. Booklet. 








ADVERTISING MEDIA 


HE Ladies’ Home Journal, is the greatest 
advertising medium in the world. 








Bb heey Saturday Evening Post—greater results 
at lower cost. ‘he Curt:s Pup. Co., Phila. 


Chicago-New York-Pittsburg, for 
jeer 20 years the coal trades’ leading 


journal. Write for rates. 








HE circuiation of the New York World, 
morning edition, exceeds that of any other 
morning newspaper in America by more than 
150,000 copies per day 








ADVERTISING NOVELTIES 





ET our price on any advertising novelty or 

premium. We have everything. Right 
prices. Prompt service. Write KLINE ADV. 
AGENCY, Ridgway, Pa (Branch at Buffalo). 





DVERTISING SALESMAN wants exten- 

sive line of advertising novelties and signs 
to sellon commission, in Lynn, Mass., and vi- 
cinity. Command large trade. Address W. F. 
PIERCE, 30 Lewis St., Lynn, Mass. 








BUSINESS OPPORTUNITIES 


UILD A BUSINESS OF YOUR OWN, 

and escape salaried drugery for life. We 
teach the Collection Business; a limitless field 
with little competition. Few opportunities so 
profitable. Send for ‘ Pointers’’ to-day. 
AMERICAN COLLECTION SERVICE, 262 
State St., Detroit, Mich. 











CALENDARS FOR PRINTERS 


HE largest variety in Imported and Domestic 

calendars for 1910—The Selling Kind—at a 
great saving in prices. Sample sets ready now, 
for printers who will place a deposit for same. 
PENN CARD & PAPER CO, 18 N. 6th St., 
Philadelphia, Pa, 








~ PER 1,000. Less for more; any printing, 
The COIN WKAPPER CO., Detroit,Mich, 








CORRESPONDENCE SCHOOLS. 


EARN BY MAIL—BOOKKEEPING, ARIS. 

TOS (The Best), or Janes’ Shadeless Short- 
hand, ‘l ypewriting, Penmanship, Business Arith- 
metic, Business Letter Writing and Simplified 
English. Address TOBY'’S SCHOOL OF 
CORRESPONDENCE, 156 Fitth Avenue, 
room 468, New York, N. Y., or Waco, Texas, 
Drawer 59. 











ENGRAVING 





JIALFTONES for the newspaper or the bet- 
ter class of printed matter. THE STAND- 
ARD ENG. CO., 560 7th Ave., New York. 





ITAB ENGRAVING CO. (Inc.), 401 Latay- 
ette St., New York, makers of half-tone, 
color, line plates. Prompt and careful service. 
Illustrating. TELEPHONE: 1664 SPRING. 








ELECTROTYPES 








Get Our Prices 
On Electros 


We'll give you better plates, quicker service 
and save you expressage. Largest electrotyp- 
ing plant in the world—capacity 90,000 column 
inches a day. Write for prices and sample of 
patent Holdfast interchangeable base. 


RAPID ELECTROTYPE COMPANY, Advertis- 








ers’ Block Cincinnati, 0. 








FOR SALE 





OR SALE—How much am I offered for fie 

of “The Advertisers’ Guide,” dating June, 
89, to June, '05, published by the late Stanley 
Day. Address “ DAY,” Box 8, New Market, 
N. J. 





For Sale—Senior Auto-plate 
machine, standard size, in first- 


class condition. ‘J.,’’ care Printers’ Ink. 





OR SALE — WESTERN NEWSPAPER 
PROPERTIES. Send for list. Following 
bargains open: Arizona daily, western agricul- 
tural paper, iarge printing plant in Los Angeles, 
and many others, Positions open in all depart- 
ments for first-class men. G. W. MEADE, 427 
South Olive St., Los Angeles, California, 
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R SALE—Athirty-inch ROLLER EMBOSS- 
ING MACHINE with pulley attachment— 
machine has been used less than 100 hours since 
jnsialled. It is in A-number one condition and 
will be sold at an attractive price. For infor ma- 
tion address THE ONONDAGA BINDERY, 


Syracuse, N. Y. 


WANTED a capable woman as advertising 
solicitor for a thoroughly high-class medi- 
cal publication. Territory, New York City and 
su’roundings. Exceptional references required. 
Address ‘‘ MEDICAL,” care Printers’ Ink. 








R SAI.E—In part or as a whole, the print- 

ing plant of the Avery L. Rand Company, 
large edition printers, 18 Binferd St, Boston, 
consisting of 2 rotaries, 2 perfecting presseg, 
2 2-revolution presses, 1 jobber, 5 cutting ma- 
chines and full bindery equipment. Apply for 
particulars to ASAPH CHURCHILL, receiver, 
178 Devonshire St., Boston, 


For Sale—Up-to-date Job Print- 
ing Plant. 4 presses, paper cut- 


terand 150 fonts of type. Located at 1531 Amster- 
dam Ave., near 136th Street. For particulars as 
to price and terms, apply to H. W. YOUNG- 
LING, No. 68-70 Nassau Street, New York, 
Yelephone 5232 John, or 615 West 138th Street, 
Telephone 5259 J, Audubon. 











HELP WANTED 





RITER—A small agency has unusually 
good opening for an unusually good writer 
who has ideas, and knows how to express them. 
Must make his own lavouts and dummies, Ad- 
cress ** EXPERIENCED," care Printers’ Ink. 





Pace REGISTRATION is offered for limited 
period 10 reporters requiring not over $18 a 
week and Linotype Operators (45(0 minion), not 
over $22. Gord positions open. Booklet sent 
free FERNALD’S NEWSPAPER MEN'S 
EXCHANGE, Springfield, Mass. 





WRITER OF CLEAR, SIMPLE 

STRONG ENGLISH, who knows how to 
plan and lay cut effective ‘‘ cepy,”’ can learn cf 
adesirable openirg in organizing and develop- 
ing an advertising service company supported 
by a group «f leagi-g trade journals in dry 
goods and garment ficids. Agency experience 
desirable. No soliciting involved, but much 
patience in studying manufacturers’ selling 
problems. L*be:al salary and share of profits 
to the man who has the qualifications and the 
industry. Give full particulars of record, 
present and past advertising connections and 
examples of work. Correspondence wholly 
contidential. Address ‘* BOX 46,” care Prin- 
ters’ Ink. 








Private Secretary 


Advertising Manager of 
leading woman’s publication 
wishes to employ as secre- 
tary young woman of expe- 
rience in the advertising 
business. Excellent oppor- 
tunity for woman of ability 
and refinement. Application 
must give full details as to 
experience, age and salary 
desired. ‘‘MANAGER,” 
care PrinTERS’ INK. 














ANTED — Advertis- 
ing and Sales Man- 


ager for an undevel- 
oped but safe business en- 
terprise which has big pos- 
sibilities in connection with 
the distribution of a staple 
food product. 

Must be reliable, respon- 
sible, resourceful, show a 
successful past history, and 
above all be capable of act- 
ing as executive, with men 
in the field, after initial 
stages have been worked out. 

Certain periods must be 
devoted to traveling in the 
heginning. Position will be 
worth $5,000.00 within three 
years, and more to the man 
who can show results. Don’t 
answer unless you can gual- 
ify. 

Address in writing only, 
giving full details of your- 
self. Confidential if desired. 
M. R. HATFIELD, Elec- 
tric Building, Cleveland. 














HOUSE ORGANS 


TWO MORE 
HOUSE 
ORGANS 


Kenneth S. Howard, the House 
Organ Man, is ina position to pre- 
pare copy for two more of these 
popular publications. A House 
Organ places your goods before 
the buying public in the most 
effective way. It goes to just the 
people you wish to interest; makes 
the best kind of an impression 
upon them; keeps persistently after 
them; and sells the goods. Ask 
for terms and samples. 


KENNETH S. HOWARD 
Rechester, N. Y. 





31 Exchange St., 








90 PRINTERS’ 


ILLUSTRATIONS 9 








NEED EFFECTIVE 
ILLUSTRATIONS ? 


60,000 Pictures of World-Wide 
Interest We Are Willing to 
Loan for Reproduction or Sell 
Outright. 

Every conceivable subject—in- 

dustrial, views, sporting, and 

the most wonderful collection of 
nature prints in America, includ- 
ing animals. Unexcelled for 
advertising purposes. Samples 
will be mailed gladly upon re- 
quest, with prices. Specify any 
material you need. 

Illustration Department, 


DOUBLEDAY, PAGE & CO., 
133 East 16th St. NEW YORK 








INK. 


IRCULATION MANAGER, thoroughly ex. 
perienced in trade pay er work, original aud 
aggressive, at present employcd, wishes 19 
change. Best of references furnished. New 
York publication preferred. Address “LSM” 
care Printers’ Ink. be 











Advertising Manager or Assistant 
Competent young man with seven years’ 
experience in space-buying and “ copy” 

@ writing desires new connection, preferably 
New York; fine record; executive ability; 
position wanted that holds out big possi: 
bilities to a good man; moderate salary. 
« H. A. S.," care lriaters’ Ink. 

















PRINTING 





i Gene share with us the economy of our loca- 

tion. Our facilities insure perfect work, 
Prompt estimates on letter-heads, factory forms 
and bouklets in large quantities. THE BOUL- 
TON PRESS, drawer 98, Cuba, N.Y. 











MISCELLANEOUS WANTS 





ANTED—Five or six second-hand linotype 
machines in good condition. THE TIMES, 
Oklahoma City, Okla. 





OUNG MEN AND WOMEN of apility who 

seek positions as adwritersand ad managers 
should use the classified columns of PRINTERS’ 
INK, the business journal for advertisers, pub- 
lished weekly at 12 West 3lst St., New York. 
Such advertisements will be inserted at 20 cents 
a line, six words tothe line. PRINTERS’ INK is 
the best school for advertisers, and it reaches 
every week more employing advertisers than 
any other publication in the United States. 








MULTI-TYPEWRITING 





ULTI-TYPEWRITING, Addressing, Print- 

ing, Copy for Sales-Literature. Write on 
ltterhead. R. & P. ADVERTISING SER- 
VICE, Detroit, Mich. 








PATENTS 
PATENTS that PROTECT 


Our 3 books for inventors mailed on receipt 
of 6 cts. stamps. R. 8. & A. B. LACEY, 
Washington, D.C. Established 1869. 


























POSITIONS WANTED 


D-WRITER, ambitious young man desires 

position as copy writer or assistant. Powell 
graduate; thoroughly understands principles 
of good publicity. Address “PUSH,” care 
Printers’ Ink. 








ICHE WANTED—By ad student. Deter- 
mined to fill it and outgrow it. Studied 
several courses; had advertising agent's personal 
instruction. Location immaterial, but growth 
opportunity essential. BRUCE, 153 E. 86th St. 





DVERTISING MAN, textile and other ex- 
perience, writes all kinds forceful advertis- 
ing; experienced correspndent and dep’t. man- 
ager; understands magazines, trade papers, etc, 
Best references. ‘‘M.D.P.,’’ care Printers’ Ink, 


PUBLISHING BUSINESS OPPORTUNITIES 


Trade Weekly 


Controlling interest in great 





mechanical weekly trade jour- 
nal can be bought account 
7,000 sub- 


owners’ health. 


scribers. 


$80,000 gross business. 


Pays good dividends and sal- 
aries, 


Large enhancement possible. 
Should be published west of 
Buffalo. 


Price $100,000, Terms 
Can be disclosed to principa!s 
only. 


“ILL-HEALTH,” care Print- 
ERS’ INK. 








TRADE-MARKS 





OUNG man, experienced in writing and pre- 

paring advertising copy, desires position 
wi h merchant or manufacturer who wants good 
work and appreciates it. Best of references 
and samples sent on request. “ P. A. N.,’’ care 
Printers’ Ink. 


“TRADE-MARKS registered in U, S, Patent 
Office. Names of publications are registravle 
trade-marks under conditions. Booklet relating 
to trade-mark protection mailed on requesi. 
BEELER & ROBB, Trade-mark Lawyers, 1i1- 





112 McGill Bldg., Washington, D. C. 
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Business Going Out 














= 

The Freeman Agency, Richmond, Va., 
has started a campaign in a list of 
Southern dailies for the Geo. DeWitt 
Shoe Company, of Lynchburg, Va. 


The MacManus-Kelley Company, To- 
ledo, Ohio, is sending out page adver- 
tisements to a list of the larger weeklies 
and general magazines for the Ander- 
son Lostiegs Co., Detroit, Mich, 





All the advertising of the Maxwell 
Briscoe Motor Company, of Tarrytown, 
¥. ¥., is being placed through Frank 
Seaman, Inc., New York. 





The New York office of J. Walter 
Thompson Company is sending out some 
business to a selected list of New York 
State papers for the New York State 
Association of Master Bakers. 





The Columbus Advertising Agency, 
$18 West Forty-fifth street, New York, 
is sending out a general request for 
rates, 





The Volkman Agency, New York, is 
making yearly contracts with daily pa- 
pers for the Kintho Manufacturing 
Company, of Buffalo, N. Y. 





The Pabst Brewing Company, Mil- 
waukee, is placing five thousand lines 
in the South and seven thousand lines 
on the Coast, through Cramer-Krasselt 
Company. 





W. T. Hanson, Schenectady, N. Y., 
is placing orders and copy for seven 
thousand lines in the Southwest, busi- 
ness going out direct. 





Biggs, Young, Shone & Co., New 
York, are placing ten thousand lines in 
the South for the Aeolian Company. 





Cluett, Peabody & Co. are sending out 
more business, amounting to 4,800 lines, 
through Calkins & Holden, New York. 





The Chicago, Burlington & Quincy 
Railroad Company is using space 
amounting to 3,000 lines through the 
Chicago office of the J. Walter Thomp- 
son Company. 


The C. I, Hood Company, Lowell, 
Mass., is sending out orders for 936 
inches to papers in the Southwest. Busi- 
ness is placed direct. 








_ The Victor Talking Machine Company 
is placing 10,000 lines in the South- 
west through Powers & Armstrong, of 
Philadelphia. 


. Newspapers in the West are receiv- 
ing orders for 400 inches direct from 
Duke Munyon, Philadelphia. 





The Northern Trust Company, Chi- 
cago, is placing 2,500 lines in news- 
papers through Benson & East, also of 
Chicago. 


N. W. Ayer & Son, Philadelphia, are 
using 1,500 lines on account of Hires 
Root Beer. 








Frank Kiernan, New York, is sending 
out 1,000 lines to Western newspapers 
for B. H. Sheftels. 


Dower, Hawes & Co., New York, are 
doing some advertising in Ohio pa- 
pers through the Federal Advertising 
Agency, also of New York. 


_ The Morse Agency, Detroit, is plac- 
ing 600 inches in the Southwest for 
Herpicide. 


The Mahin Agency, Chicago, is send- 
ing out 5,000 lines to papers on the 
Coast for Rosenwall & Weil. 


The Pepso-Colo Co., New Bern, S. C., 
has started an advertising campaign, 
using Southern papers only, through 
Biggs, Young, Shone & Co., New York. 





r,s Kellogg is sending out 7,000 
lines to Pacific Coast papers through 
Chas. H. Fuller, of Chicago. 





The Mahin Agency, Chicago, is plac- 
ing large copy with Western papers for 
r. Coffee. 





The New York office of the J. Wal- 
ter Thompson Company is sending out 
1,600 lines of advertising for El Toro 
com papers of the Middle West and 

out 





Fiske & Co., makers of Tapestry 
Face Brick, have entered the advertis- 
ing field, and are placing pages in Coun- 
try Life, World’s Work, The Crafts- 
man and Literary Digest through the 
J. Walter Thompson Company. 





Cassell & Co. are advertising their 
new Century edition of Shakespeare in 
monthly magazines through the New 
York office of the J. Walter Thompson 
Company. 

——_+on——_ ———_ 


BOSTON ITEMS. 





Dr. Earl S. Sloan, Albany street, is 
making contracts direct with newspapers 
and agricultural papers for six inches 
once a week for two months. This is 
for. the advertising of Sloan’s Horse 
Remedies and is in addition to the con- 
tracts now running throughout the coun- 
try for Sloan’s Liniments. The new 
campaign is the first ever tried on the 
horse remedies and is experimental. 
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When Wm. J. Boardman, manager of 
the Batten Agency’s New England of- 
fice, secured an appropriation from the 
Gutta Percha Paint Company, of Prov- 
idence, R. I., the old conservative ad- 
vertising men shook their heads. To 
make a successful advertiser of a paint 
house which sold only direct and the 
product of which was used only in fac- 
tories and buildings, seemed impos- 
sible. Copy averaging 120 lines was 
used in a few general mediums for 
several issues. The replies came in well 
and were closely followed up. The 
campaign has been successful and un- 
doubtedly 2 larger appropriation will 
be made next year. 





Leon Cilley, 8 Beacon street, is mak- 
ing exchange arrangements with publi- 
cations for advertising the Hotel Maple- 
wood at Maplewood, N. - A few 
cash contracts are being made with 
newspapers in large cities. 


Many other summer hotels of New 
England are preparing for the season 
by the use of printers’ ink. Several 
are placing contracts on a trade basis 
and others are using smaller space in 
newspapers that are recognized as sum- 
mer resort mediums. 





Mr. Wm. R, Clark, advertising man- 
ager of the Winchester Arms Company, 
New Haven, Conn., was in Boston re- 
cently to oversee an exhibition of Win- 
chester guns, models of those to be used 
by Theodore Roosevelt on his hunting 
trip. These arms are also to be exhib- 
ited in many of the large cities of New 
England. Large space in local papers 
is used announcing these exhibits. Con- 
tracts for the advertising are placed by 
the P. F. O’Keefe Agency. 





The Cutter-Tower Co. is using news- 
papers and magazines to exploit their 
new penholder and Velvet Toothpicks. 
Contracts are placed through several 
Boston agencies. 

A large list of magazines is being 
prepared for the Fall advertising of the 
Baird-North Co., the mail-order jewelry 
house of Providence, R. This busi- 
ness is-now handled by L. Brackett, 
manager of the Boston office of the 
C. F. Wyckoff Company. Contracts will 
go out shortly. 





Copy for the Comfort Powder adver- 
tising is being sent to newspapers by 
the James T. Wetherald Agency. 





Women’s publications are being used 


by Wood, Putnam & Wood for the 
advertising of A. G. Lyford—facial 
preparations, 





C. H. Stephenson, of Lynn, is plac- 
ing copy direct with class publications 
for his ash sifter and other household 
commodities. 





Magazines carrying financial depzrt- 
ments are being favored with fifty-six- 
line copy for E. H. Rollins & Sons, 
announcing high-grade investments. This 
business is handled by H. W. Stevens, 
Globe building. 


INK. 


The Hudson Elastic Fibre Com 
Hudson, Mass., is using several ex 
grade publications through Walter Bin- 
ner, New York City. 


The fall list of publications for Hall’s 
Hair Renewer, the product of the 
Ayer Company, Lowell, Mass., will be 
made up in June. Contracts will be 
placed by the J. Walter Thompson Com. 
pany, New York. 





The New York office of the Long- 
Critchfield Company is handling an ap- 
propriation for Ross Bros., Worcester, 
Mass. Publications appealing to home. 
owners are being used. 





The Spafford Agency is placing twen. 
ty-line copy for * B. Lewis, real es- 
tate broker. 


F. E. Boothby, G. P. A. of the 
Maine Central Railroad, Portland, Me., 
is considering a list of magazines for 
the advertising of the many summer 
attractions along the line of the road, 


The Franklin P. Shumway Company 
is sending out some very attractive 
full-page copy for Graton & McKnight 
Manufacturing Company to the leading 
trade papers. 


The Alaska Freezer Company’s new 
copy is going out from the Shumway 
Agency to household periodica!s, 


Smith & Anthony Stove Company is 
sending out six months’ orders through 
the Franklin P. Shumway Company to 
New England dailies. 





A. J. Lloyd & Co., the well-known 
opticians are sending out copy for six 
months’ continuous advertising to sub- 
urban papers. Mr. Jordan, of the 
Franklin P. Shumway Company, has 
this contract. 





About twenty of the leading agricul- 
tural weeklies are receiving 20 to 30- 
inch fertilizer advertisements from the 
Shumway Company on American Agri- 
cultural Chemical Company’s account. 

———+on——"— 


CHICAGO NOTES. 





Long-Critchfield is starting a direct 
mail order compete in the general 
magazines, weeklies and farm papers 
for the Philip Carey Manufacturing 
Company’s “Stop-a-Leke Styck.” 





A large summer campaign list is 
being made up by Long-Critchfield to 
cover the country in the farm papers 
for the Humane Horse Collar Com- 
pany, of Omaha and Chicago Heights. 





Orders are being sent out by Long- 
Critchfield to general magazines and 
weeklies for a campaign on ‘“Draknel 
Stogies,” made at Wheeling, W. Va. 


A Long-Critchfield campaign on 
drain tile for the Mason City Brick 
& Tile Co. will be started this month 
in the farm papers, to continue through 
the summer months. 
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Long-Critchfield is sending out orders 
on a continued oe" n for the sum- 
mer months on S, C, Johnson & Son’s 
Floor Wax. 


—_——teoe 
§T, LOUIS—KANSAS CITY NOTES, 


H. W. Kastor & Sons’ Kansas City 
office is conducting a campaign in the 
West and Northwest for Schiller Bros., 
same city, who are advertising Milwau- 
kee Beer. Seventy-line display copy is 
being used ip daily newspapers and 
weekly editions of dailies. 





The Gardner Advertising Company, 
St. Louis, is putting out copy and orders 
in May magazines for the Bartholomew- 
Clifton School, Cincinnati, O. A few 
daily newspapers in the West are also 
being used. 


The Morgan Supply Company, St. 
Louis, Mo., is placing orders in mail- 
order papers and weeklies of dailies 
through H. W. Kastor & Sons’ St. Louis 
office, advertising for agents, Display 
copy of various sizes is being used, 





The F. A. Gray Advertising Agency, 
Kansas City, is putting out copy and 
orders for the International Conserva- 
tory of Music, St. Louis, in a limited 
number of weeklies of dailies in the 
West. A few mail-order papers are also 
included on the list. Forty-line display 
copy is being used. 


H. W. Kastor & Sons’ St. Louis of- 
fice is putting out new 50-line display 
copy for G. é Powell, Peoria, Ill, Or- 
ders for April are going out to a large 
list of magazines, daily newspapers, 
weeklies, mail-order papers and farm 
publications, 


H. W. Kastor & Sons’ Kansas City 
office is putting out orders for 70-line 
display copy for the Actina Appliance 
Company, same city, in a large list ot 
weekly editions of dailies, magazines, 
and mail-order papers. 


The Ohio Military Institute, College 
Hill, Ohio, is putting out orders for 
fourteen-line display copy in May issues 
of national magazines through the Gard- 
ner Advertising Company, St. Louis, Mo, 


The Tuttle Hay Press Company, 
Kansas City, Mo., is using a small list 
of farm papers, and weekly editions of 
daily newspapers, in the West and 
Southwest. Orders for fourteen-line 
display are going out through F, A. 
Gray Agency, Kansas City. 





The U. S. Cutlery Co., St. Louis, 
Mo., is placing orders through the 
D'Arcy Advertising Company. _ Fifty- 
line display copy is being used in agri- 
cultural publications and weekly editions 
of daily newspapers. : 





.S. Hirsch & Co., Kansas City, Mo., 
distillers of “Quaker Maid’ Rye, are 
sending out copy and orders to a large 
list of daily newspapers in the West 
and South, through the Kansas City 
office of H. W. Kastor & Sons. 
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H. W. Kastor & Sons’ St. Louis of- 
fice is putting out renewal orders for 
the Laclede Manufacturing Company, 
same city, twenty-one lines display in 
magazines, 





The Gray Realty, Company, Kansas 
City, Mo., is using full-page copy ad- 
vertising small acre tracts of Texas 
Gulf Coast land in a_few_ mail-order 
papers in the West. The F. A, Gray 
Advertising Company, Kansas City, is 
handling the account. 





H. W. Kastor & Sons’ St. Louis office 
is putting out thirty-line display “a = 
a list of weeklies for the Torchon ce 
& Mercantile Company, same city, ad- 
vertising for agents, 





The Pullen-Richardson Chemical Com- 
pany, St. Louis, Mo., manufacturers of 
“Caf-E-Kol,” has begun an extensive 
outdoor campaign throughout the South 
for its product. Billboards in all the 
larger cities in that section will be used 
liberally. The outdoor display campaign 
is being handled by the St. Louis Bill 
Posting Company. 





The National Pitless Scale Company, 
of Kansas City, is using three-inch space 
in the mail-order papers to advertise 
their ‘“‘Knodig’” cream separators and 
“Knodig” gasoline engines, 





Lucas & Co., the well-known post- 
card house of Chicago, is now using 
practically every large mail-order publi- 
cation in the country. The business is 
being placed through the Horn-Baker 
Advertising Company, of Kansas City. 


The Housewrecking, Salvage & Lum- 
ber Company, of Kansas City, is placing, 
through the MHorn-Baker Advertising 
Company, 240-line copy in the farm and 
mail-order papers, 





Montgomery Ward & Co., of Chicago, 
in their extensive line of advertising in 
farm papers and mail-order publications, 
now make a practice of calling attention 
to their Kansas City Branch House at 
Nineteenth and Campbell streets. 





The Home Postcard Company, of 
Kansas City, is using small-space copy 
quite extensively in the mail-order week- 
lies throughout the country. This busi- 
ness is being placed through the Horn- 
Baker Advertising Company. 





Among the large educational enter- 
prises now placing their business through 
the Horn-Baker Company is the Ameri- 
can Institute of Law of Kansas City. 
Oklahoma papers are receiving the lar- 
gest part of this business, 





_ Richard Potts, formerly of the adver- 
tising penne of The Grand Rapids 
Herald, has recently joined the solicit- 
ing force of the Horn-Baker Company. 
Mr. Potts has for the past two years 
been associated with the Kansas City 
Journal's advertising staff in the capac- 
ity of solicitor and copy-writer, 
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The Idea’s 
The Thing 


OW many ad- 


vertisements 





have an original 


sparkle? Certainly 


they're the excep- 
tion. What wouldn't 
you give at times for 
a fresh viewpoint ? 
That's the time you'll 
be glad to know us. 
Send for us. 














ADVERTISING ART CO. 
12 WEST 3lst STREET 


A NEW YORK CITY 
= TELEPHONE: 3614 MADISON SQ. 
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The Book-Keeper 


“‘ The Business Man’s Magazine’’ 


THE MAGAZINE 
THAT MAKES A BETTER 
BUSINESS MAN 
OF YOU 




















@ To keep in thorough touch with 
happenings in the business world 
The Book-Keeper 
serves you the best 
The new and most successful busi- 
ness plans, methods and systems are 

explained in detail each month. 


@ Send $1.00 for a year's subscrip- 


tion, mentioning Printers’ Ink, and 
we will send you a useful premium. 














FOR SALE BY ALL NEWSDEALERS 





10 Cents a Copy Every Month 


THE BOOK-KEEPER 


DETROIT MICHIGAN U.S. A. 
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THE GROWTH OF THE 


Illustrated 
Sunday 
Magazine 


In January, 1907, we ran 3205 lines 


January, 1908 5452 
January, 1909 ' 7716 

In February, 1907, we ran 6686 lines 
February, 1908 7752 
February, 1909 10219 

In March, 1907, we ran 5629 lines 
March, 1908 6746 
March, 1909 12828 

In April, 1907, we ran 5630 lines 
April, 1908 6746 
April, 1909 13858 


A great many advertisers who used the ILLUSTRATED 
SUNDAY MAGAZINE three years ago when we first start- 
ed, are still in its columns. They are mail order advertisers. 
They must be getting results. 

Such ‘publicity advertisers as American Cereal Co., B.V.D. 
Underwear Co., National Phonograph Co., Van Camp’s Pork 
and Beans, Pompeian Mfg. Co., Bixby’s Blacking, Prudential 
Insurance Co., National Cash Register Co., Holeproof Hosiery 
Co., Carmen Powder, Simonds Hardware Co., and others are 
now using our Magazine. 

Fifteen leading Sunday papers distribute the ILLUS- 
TRATED SUNDAY MAGAZINE each week, a total of over 
700,000 circulation. 


PittspurcH Gazette TIMES 


a 
—— 








CLEVELAND LEADER 

Burrato TIMES 

Detroit Free Press 
Loursvitte Courter JouRNAL 
New Orx.eans Picayune 
MILWAUKEE SENTINEL 


St. Paut Pronger Press 


CINCINNATI. COMMERCIAL TRIBUNE 


Co_tumsus DisPpatcu 
Omaua News 

Denver REPUBLICAN 
Worcester TELEGRAM 
PROVIDENCE TRIBUNE 


Rocuester DemMocrAT AND CHRONICLE 


We offer a co-operative plan which is profitable especially to the small 
advertiser desirous of opening accounts in our territory. 


interested write me. 


PAUL BLOCK 


General Manager of Advertising 
ILLUSTRATED SUNDAY MAGAZINE 
290 Fifth Avenue, New York 





If you are 


Hartford Building, Chicago 






























